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THE NATIONAL NEWSPAPER OF MARKETING 


Food, Not Utensil, 
Stressed in Club 
Aluminum Campaign 


Cuicaco, March 26—Opening 
shot of Club Aluminum Products 
Co.’s 1953 magazine campaign for 
its line of Hammercraft cooking 
utensils will be a four-color page 
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New York Senate Passes Blue Law 
Against Phone Order Ads on Sunday 


Sears Sales Rise 
to $2.932 Billion: 


in May issues of Ebony, Living for | annual report time, and this week | 
Young Homemakers, and McCall’s. most of the major magazine pub-_ 
Half-pages will run in Bride’s lishers had weighed in with their 
Magazine and Modern Bride. annual statements. 


Emphasis of the copy has been Generally, they showed an ad- 
switched from the pots and pans’ vancing gross and a declining net. | 


themselves to the food prepared in |Biggest grosser was Curtis Pub- | 


May Use Magazines 


CuHIcaGo, March 26—Sears, Roe- 
buck & Co. net profit declined last 
year for the second successive 
'time, despite an alltime high in 
sales. 
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them. New features of the line, 
which was redesigned last fall, will 
be plugged. 

Joseph H. Caro, account execu- 
tive with the Buchen Co., agency | 
for Club Aluminum, points out! 
that “we felt that cooking utensil | 
advertising had gotten away from) 
its primary purpose—to prepare | 
food better and easier. It’s about | 
time somebody got back to pushing 
the food.” 

The new ads contain recipes for 
preparing each of the eight food) 
dishes pictured in color. The illus- | 


lishing Co. ($163,003,270), biggest | 
earner was Time Inc. ($7,750,475). | 
Only McGraw-Hill and The New| 
Yorker earned better than 5% on} 
their gross, and neither of them! WIN A CIGAR—This offer, sent to every 
reached 6%. one of the 7,000 hardware and plumbing 


pore | supp wholesalers in the U. S. and 
in tabular summary: | Canada, is protected by 30 years of road- 
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GROSS 1952 1951 ‘ 
work. The challenger, John Sunshine of 
Conde Nast $ 22,583,937 $ 22,372,262 Sunshine Chemical Co., Chicago, has had 
? | Crowell-Collier 68,067,203 66,903,434 | 5, poy off to two d Solesstecs ta 
MUI csbstanssiis 163,003,270 153,836,671 | e veur end 6 hall is soys 
McCall’s ........ 43,566,837 39,909,301 | . : ' 
McGraw-Hill .. 62,345,000 53,149,000 | M 
New Yorker Inc. 9,556,956 8,525,798 ( x0 
Time Ine. ........ 156,785,799 149,571,479 Networks t ore 
| . ’ 
_ Net Revenue in ‘52 
/ } 
| Conde Nast .. 909,957 1,386,002 | . 
Crowell-Collier 76,497 856,950 | from Radio Than TV 
een, ee pry on WasHINGTON, March 26—Net- 
McGraw-Hill .. 3,272,505 —«-2,826,804| Work radio out-earned network TV 
New Yorker Inc. 581,496 543,022 |in 1952 for four national networks 
Time Ine. ........ 7,750,475 7,287,400; and 15 owned-and-operated sta- 


tions, according to the Federal 
Communications Commission. 

This was a reversal of 1951, 
when network TV produced $11,- 
500,000 (before taxes) compared 
with $9,500,000 earned by network 
radio. ; 

Network TV lost ground despite 
a 50% gain in revenue from sale 
of time, talent and program ma- 
terial—from $128,400,000 in 1951 
to $191,900,000 in 1952. 

Expenses up from $117,400,000 


s Earnings per share varied wide- 
ly. The highest was McGraw-Hill 
($7.40 vs. $6.35 in ’51) and lowest 
was Crowell-Collier ($0.05 vs. 
$0.55); The New Yorker’s was 
$2.19 vs. $2.04; Time Inc.’s was 
$3.97 vs. $3.93. 

Dividend records reported by 
Arnold Bernhard gave McGraw- 
Hill $3.45 vs. $3.00; Time Inc. 
$2.3714 vs. the same amount, and 
Crowell-Collier had 30¢ vs. 90¢, 
with Bernhard noting that the 


company paid 30¢ a quarter up to (Continued on Page 8) 


| pared with 4.21% in ’51. 


to $182,900,000 reduced network | 


In its annual report to stock- 
holders, the huge mail order house 
disclosed that net earnings were 
$110,236,311—a drop of $1,658,343 
from the 1951 total of $111,894,654. 
Sales rose 10.35%, to $2,932,337,701 
from $2,657,408,447. Net income 
last year was 3.76% of sales com- 


(A Sears spokesman confirmed 
to AA today that executives of 
Grey Advertising Agency and 
Sears are conferring about a pos-| 
sible campaign in national maga-. 
zines. However, it was pointed out 
that Sears has had other such con-| 
ferences with agencies in the past. 
and nothing came of them.) 


s Advertising expenditures for 
1952 may be expected to rise con- | 
siderably to a record high, said | 
Fowler B. McConnell, president of | 


j 


the company. Advertising figures | 
will not be tabulated until May, 
when reports are due from all of 
the 684 Sears stores in the U. S. 
The stores are believed to account 
for 72% of Sears’ business. 

In 1951 the company spent $38,- | 
000,000 on advertising, of which | 
83%, or about $31,500,000, went to 
newspapers. It is estimated that the 
52 budget will top $40,000,000. 

A whopping $200,662,187 tax bill 
—federal, state and local—ac- 


(Continued on Page 4) 


New York, March 26—Unless a 
state legislature “blue law” bill 
up for Gov. Dewey’s signature is 
vetoed, retailers will no longer ac- 
cept telephone orders on Sunday, 
and radio and television phone or- 
der commercials and demonstra- 
tors will be off the air on that day. 

Conceivably, the bill, slipped 
through the legislature at the last 
moment, could mean the end of all 
Sunday advertising in this state. 
Amendments to the bill prohibit 
“all manner of public selling or 
offering for sale of any property 
or commodity, including the tak- 
ing or accepting of orders there- 
for by telegraph, telephone or sim- 
ilar means on Sunday.” 

Department stores in the state, 


at whom the bill seems to be pri- 


marily directed, were caught com- 
pletely off guard by its passage 
and as a result are getting a slow 
start in getting their side before 
the governor. 


w The only “official’’ move so far 
appears to be a brief in prepara- 


' tion by the New York State Coun- 
'cil of Retail Merchants, which in- 
| cludes representation of the Retail 


Dry Goods Assn. of New York. 

According to John C. Watson, 
counsel for the organization, the 
brief will take the stand that ac- 
ceptance of a Sunday telephone 
order “does not disturb the quiet 
of the Sabbath, that it does ‘not 
consummate any sale as delivery 
of the merchandise is not made 
until later in the week and that 


| the legislation introduces the new 


factor of making the buyer liable 
for placing an order.” 
Since the end of World War II, 


,many New York City department 


stores have begun to accept Sun- 


trations, including the directions, | 1950, that the rate was cut to 15¢ 
are to be reproduced in small rec- a quarter in late 1951, and that the 
ipe folders to be distributed by 15¢ rate held through the first 
dealers from pockets on reprint two quarters of 1952, and no div- 
display cards. |idends have been paid since. 


FTC Wants Periodic Bull Sessions 
with Admen, No Censorship of Ads 


WASHINGTON, Marck 25—In the! 
discussions which have been under 
way between the Federal Trade 
Commission and advertising 
groups, the commission visualizes 
at least three specific ways for the, 
industry to help raise advertising 
standards. 

All three are predicated on a 
close working relationship be- 
tween the commission and the in-| 
dustry, with the industry groups 
performing chores which FTC 
feels it lacks the staff and finan- 
cial resources to accomplish. 

If the FTC proposals are adopt- 
ed, the arrangements would prob- 
ably evolve into something which 
has never existed before: A con- 
tinuous liaison between the indus- 
try and the commission, including 
periodic meetings of advertising, 
media and commission people, at) 
six to eight week intervals, to re-| 
view new developments of mutual 


interest. 


Commission people deny the ne- 
gotiations will lead to a clearance 


arrangement for individual ads. | 


From its inception, the commission 
has hesitated to give advisory 
opinions, largely because there is 
a feeling that people who seek 


opinions are generally those who 


are trying to see how far they can 
go while still remaining within 
the law. 


® In addition, the commission peo- 
ple talk of a lack of personnel and 


an unwillingness to bind them-| 


selves on the basis of a unilateral 
presentation by a single advertiser. 

Finally, they protest that ad- 
vance clearance puts the commis- 
sion in the business of censoring 
advertising copy. “Imagine the 
cries of pain if FTC set itself up 
as the Pooh Bah of advertising,” 
they say. 

So far there has only been one 

(Continued on Page 65) 


Last Minute News Flashes 
New Pepsodent Home Permanent Goes to FC&éB 


New York, March 27—Foote, Cone & Belding has been named agency | 
for a new home permanent of Pepsodent division of Lever Bros. Co., 
as yet unnamed. Leo Rosenberg, FC&B v.p. who formerly handled Toni, 
| has moved to the New York office to handle the new product, which 
will start test marketing soon. 


Anderson Hewitt Joins Kenyon & Eckhardt 

New York, March 27—Anderson Hewitt, who resigned March 10 
as board chairman of Hewitt, Ogilvy, Benson & Mather (AA, March 
16), is joining Kenyon & Eckhardt as v.p., director and account super- 
| visor on April 1. K&E would not enlarge on the bare announcement, 
jand Mr. Hewitt was unavailable, but there was speculation as to 
'whether Sun Oil and Chase National Bank, which he handled at 
HOBM, would follow him. K&E’s current account list includes Quaker 
| State Refining Co. and Bank of The Manhattan Co. 


General Foods Starts 5¢ Offer on Corn-Fetti 


New York, March 27—Newspaper advertising in the Brooklyn Eagle, 
Daily News, World Telegram & Sun, and the Westchester group, as 
well as New Jersey papers in Paterson, Passaic, Hackensack, Newark, 
Jersey City and Elizabeth, is pushing a 5¢ deal for General Foods pre- 
sweetened Corn-Fetti. The offer, limited to the eastern sales area, 
has two boxes of Corn-Fetti going for the regular price of one plus 5¢. 
Young & Rubicam is the agency. 


Station Reps Elect Rollinson Ad Director 

New York, March 27—Reg Rollinson, formerly with Film Producers, 
General Screen and Video Varieties, has been named director of adver- 
tiser relations for the Station Representatives Assn. This is the first 
of a series of staff additions planned to step up the group’s promotional 
activity for spot radio. More than 150 AM stations have subscribed to 
the association’s spot radio “crusade.” 


| (Additional News Flashes on Page 69) 


day telephone orders on ads run- 
‘ning in that day’s newspapers. 
L The advertising manager of a 
/major department store, one of the 
|leaders in the Sunday telephone 
order business, explained that the 
practice stems from an attempt 
to free normally heavy Monday 
telephone lines at a time when it 
was impossible to install addition- 
al circuits. Sunday telephone or- 
dering has since received such ac- 
ceptance that the annual volume 
is now estimated in the millions. 
Stores promoting this business 
include Macy’s, Saks-34th, Gim- 
bel’s, Hearn’s, and Namm-Loeser’s. 
Should the bill receive the gov- 
ernor’s signature, some of these 


'stores will be caught with Sunday 


supplement color ads, scheduled 
as long as 60 days in advance, that 
list telephone numbers. 

An AA check indicates that 
these stores are making no moves 
until the bill is signed. Some in- 
dicated that if the measure is 
signed, they expect it will make 
reasonable exceptions for situa- 
tions beyond their control. Other- 
wise, they simply won’t answer 
their switchboards. 


® Television and appliance stores, 
who like to give home demonstra- 
tions on Sundays when the whole 
family is at home, expressed the 


(Continued on Page 68) 
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Budweiser Puts 
$2,000,000 into 


Newspaper Drive 


It’s Biggest Newspaper 
Drive Scheduled for a 
Nationally Sold Beer 


New York, March 24—An- 
heuser-Busch has just uncapped a 


$2,000,000 newspaper advertising 
campaign, probably the heaviest) 
newspaper drive ever put behind | 
a nationally distributed beer. 

The campaign, which got under 
way last week (through D’Arcy 
Advertising Co.), will employ large 
space, 1,000 and 640 lines, in 400) 
dailies in 350 markets. It will run 
on a consistent, weekly basis, and 
most markets which offer color 
will get color insertions. 

Newspaper and outdoor will be 
the basic media for the giant 
brewer’s campaign, and the deci- 
sion to switch to these media came 
only after an exhaustive market- 
by-market study. The hope of the | 
brewer is to be the most power- 
fully promoted beer in many of 
the localities on the schedule. 


s Newspaper circles were natur- 
ally bucked up by the Anheuser- 
Busch decision, particularly be- 
cause beer advertisers increased | 
newspaper linage 11.9% in 1952. 
The new campaign makes use of 
a familiar tagline, “When you 
know your beer...it’s bound to be 
Bud.” 

It also was welcome at the Bu- 
reau of Advertising, ANPA, which 
had crawled joyously out on the 
limb in December, predicting that 
beer would be increasingly impor- 
tant to newspapers, and that brew- 
ers were beginning to swing to 
newspapers. 

At that point, J. Robert Mc- 
Lauchlen, who supervises alcoholic 
beverages for the bureau, reported | 
that (for the first three quarters 
of 1952) newspapers were up 7.2% 
in the beer classification, magazines | 
were down 14.3% in pages but 
up $600,000 in dollars, network 
radio was off 35.5% in dollar vol- 


When you know your beer 


...ATS Bounn 70 Be BUD 


Bee mates hee a mee, prope call tes Budernaer” 
es matchioss fever mates gaod food and good 
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BIGGEST?—This is copy Anheuser-Busch is 
using in 400 newspapers, in a drive esti- 
mated to cost $2,000,000. 


ume, and network TV was down 
0.7% in dollar volume from beer. 


® At that point, Media Records 
(reporting slightly more than 190 
cities) showed 99 beer advertisers 
placing a total of 14,529,054 lines 
in the first three quarters of 1952. 
In 1953, there were 104 beer adver- 
tisers, and the linage had hopped 
to 16,312,634. 

At the same point, an analysis 
showed a net gain of five advertis- 
ers for newspapers: 18 advertisers 
had been added, and 13 of the 1951 
advertisers had dropped out of 
newspapers. Tne exchange ac- 
counted for a net increase of 1,111,- 
402 lines, with new advertisers 
averaging 90,000 lines each, against 
an average of 35,000 lines for the 
13 that dropped out of newspa- 
pers. 


= The reason Anheuser-Busch’s 
decision provoked such glee in 
newspaper circles is that this is 
the first of the big “shippers” to 
elect newspapers. The big national 
beers as a group have tended to 
prefer magazines and network 
television. 

For example, Anheuser-Busch 
spent the following amounts in 
newspapers from 1948 to 1951: 
1948—$387,411; 1949—$346,051; 


(Continued on Page 67) 


‘Chicago Unlimited’ Drumming for More 
Midwest-Originated Radio and TV Shows 


Cuicaco, March 24—Chicago| 
Unlimited, a group formed last | 
year to halt the swift hegira of | 
show business from this city to! 
New York and Hollywood, held its 
first open meeting last right. 

Robert F. Hurleigh, WGN-Mu- 
tual news commentator, was elec- 
ted board chairman of the group, 
which is made up of TV and radio 
performers, film producers, re- 
cording firms, advertising agencies | 
and industry publications. 

In a review of the crganization’s 
aims and functions, members were 
urged to do an educational job on 
Chicago and midwestern advertis- 
ers to sell them on the “grassroots, 
national appeal’” of Chicago TV) 
and radio shows which cannot be 
obtained in Hollywood or New 
York. | 
s “We must go into the offices of. 
the big Chicago advertisers,” said | 
Mr. Hurleigh, “and tell them: ‘You | 
must have your programs come 
out of Chicago or else have a very, 
good reason why not.’” 

As an example of Chicago Un-| 
limited activities, he pointed out | 
that members have arranged to) 
confer with officials of Miller | 
Brewing Co., Milwaukee, on the) 
possibility of Chicago-originated | 
national radio and TV_ shows. | 
(Miller now sponsors Mr. Hur-| 
leigh, who broadcasts out of Chi- | 
cago, plus the “March of Time” on 
TV and “First Nighter” on radio, | 


both New York shows.) 

Joseph M. Seiferth, executive 
director of the organization, read 
a letter received from Cramer- 
Krasselt Co., Milwaukee, stating 
that the agency wants to “see what 
Chicago can do” before going to 
New York or Hollywood to line 
up shows. 


a Chicago Unlimited does not 
work up and sell individual shows 
or show ideas direct to the adver- 
tiser, Mr. Seiferth said. Instead, it 
acts to publicize Chicago facilities 
by putting prospective clients in 
touch with the right people in 
local show business. 

To help in this it is now putting | 
together a Chicago “fact book’’| 
which will provide detailed infor- 
mation on all potential talent, pro- 


ducers, stations, recording compa- 
nies and film studios for the use of | 
agency executives and advertisers. | 

Chicago Unlimited reported 
some progress in its drive on the) 
advertisers, but noted that its big-| 
gest problem is advertising ex-| 
ecutives, who are cursed, it seems, | 
with a penchant for high life and) 
champagne. ‘‘Ad execs like to go 
to New York or Hollywood, which | 
is one obstacle in dealing with| 
agencies,” Mr. Hurleigh reported. 

Just the same, the first big job 


in getting Chicago a fair share of | 


the national show business is 


/manufacturer of pharmaceuticals, 


Eldean Starts New 
Consulting Service 


New York, March 25—A new 
business consulting service, inte- 
grating eight business develop- 


‘ment functions, has been started 
with the formation of Eldean-| 


Bugli-Chesrown Inc. at 670 Fifth) 
Ave. 
Fred Eldean, president of Fred | 
Eldean Organization, public rela-| 
tions consultant, is also president} 
of the new company. The other} 
principals are Ralph W. Bugli and 
Melva Chesrown, former Eldean 
v.p.s. Mr. Bugli has planned busi- 
ness development programs for 
several major industries with El- 
dean, and Miss Chesrown has di- 
rected Eldean’s program for the 
carpet industry since 1944. She 
also supervised the “radio in every 
room” campaign sponsored by ra- 
dio manufacturers after World 
War II. 


@ Services offered by the new 
company are: (1) Finding and de- 
veloping new products or markets; 
(2) merchandising and sales pro- 
motion; (3) sales development; 
(4) public relations; (5) introduc- 
tion of new products; (6) coor- 
dination of national and local mer- 
chandising efforts; (7) programs 
for inter-industry competition, 
and (8) creation of special events. 

“Competition for the consumer 
dollar is growing keener every 
day,” Mr. Eidean says. “Survival 
in the intense competition of to- 
morrow will require full use of 
all tools. Sales executives and ex- 
ecutives responsible to stockhold- 
ers are already looking for a place 
to turn to get the complete serv- 
ice they need. That is what we are 
prepared to provide.” 


Sporting Goods Field 
Hard Hit by Discount 


Houses, Cut Prices 


Sr. Louis, March 24—Discount 
house and cut-price competition 
has hit the sporting goods field so 
hard that 63% of the nation’s re- 
tailers are offering price conces- 
sions to combat the decline in their 
own sales, according to Sporting 
Goods Dealer. 

Of the remaining retailers, who 
have refused to fight the discount 
practice with their own price cuts, 
31% are using promotion, service 
and stressing the advantages of 
local buying with quality guaran- 
tees to combat the trend, the pub- 
lication says. 


a What local dealers resent most, 
the magazine’s survey found, is 
the “indiscriminate distribution of 
wholesale catalogs to professional 
men, personnel directors of fac- 
tories, schools, business houses and 
even to private homes.” Frequent- 
ly these catalogs offer brand-name 
merchandise at the dealer’s own 
cost—an average of 40% below the 
list price, the report says. 

The survey also found that 80% 
of the retailers believe the manu- 
facturers should halt the sale of 
their merchandise to the discount 
houses while another 10% blame 
jobbers primarily. The remaining 
10% feel responsibility must be 
divided among producer, jobber 
and retailer. 


Olian & Bronner Gets 3; 
Names Chartoc Mail Head 


Olian & Bronner, Chicago, has 
been appointed to handle adver- 
tising for Lobex Products, Chicago 


and for Perfex electric razors, dis- 
tributed by House of Goddard, 
Chicago. It has also been given the 
radio and television account for 
Nu-Enamel Co., division of Bur- 
gess Vibrocrafters Inc., Chicago. 


W BULBS 


pt GENERAL“) ELECTRIC 

ROGUISH—Genera! Electric Co.’s lamp divi- 
sion describes this bug as “roguish” in de- 
scribing a June drive for yellow light bulbs, 
unattractive to bugs. The campaign, through 


trade and consumer magazines, TV and 
point of sale material. 


Bugs Beware: 
GE Promotes 
Yellow Lights 


CLEVELAND, March 24—General 
Electric’s Lamp Division will 
mount an offensive against sum- 
mer bugs—and its first national 
drive for GE yellow lamps—with 
this war cry: “If swarms of in- 
sects make you bellow, switch 
your bulbs from white to yellow.” 

The rhyme, or a briefer slogan, 
“Keep ’Em Away—Use GE Yellow 
Bulbs,” will put a stinger in copy 
in trade and consumer magazines 
and on Jane Froman’s television 
show. 

Four-color advertisements in 
Better Homes & Gardens for June 
and in the June 30 Look will warn 
the public the bugs are on the way 
—but can be sidetracked with yel- 
‘ow bulbs. GE is sponsoring Miss 
Froman’s “U. S. A. Canteen” for 
the campaign on Thursday nights 
throughout June. 

The consumer advertising will 
be concentrated in June, when all 
sections of the country are bug- 
conscious, and after GE has made 
an earlier and extensive pitch in 
trade publications. 


= Humorous art depicts mosqui- 
toes and other winged “poison- 
alities’” shying away—and fast— 
from GE yellow bulbs and going 
to lights of another color. Con- 
sumer promotion pieces and adver- 
tising displays 60-watt and 100- 
watt yellows. 

In trade advertisements, GE 
also plays up the yellow bulbs’ 
advant: te, profit-wise, to distrib- 
utors and dealers. 

GE’s trade paper program, 
scheduled in April and May, in- 
cludes advertising, some of it in 
full color, in Chain Store Age 
(drug, grocery and variety edi- 
tions), Drug Topics, Electrical 
Wholesaling, Foed Topics, Hard- 
ware Age, Hardware Retailer and 
Progressive Grocer. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Cleveland t.f. Club Elects 


John E. MacArthur, Haywood 
Publishing Co., has been elected 
president of the t.f. Club of Cleve- 
land. Other officers elected are 
Richard C. Burns, Conover-Mast 
Publishing Co., Ist v.p.; H. F. 
Smurthwaithe, Putman Publishing 
Co., 2nd v.p., and William H. 


tary-treasurer. 


Dalmotron Pushes Products 
Dalmotron Co., San Francisco 

electronics manufacturer, will use 

national magazines, dealer and dis- 


Shepard Chartoc has joined the 


|agency as head of the agency’s 


“cracking the big ageneies,” he} mail order and direct mail depart- 


said, 


| ment. 


tributor cooperative advertising 
and direct mail in a new promo- 
ition. Dale & Richardson, San 
| Francisco, is the agency. 


Batten, Barton, Durstine & Osborn, will use| 


Benagh Jr., Conover-Mast, secre-| 
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BAB Plans Special 
Study of Nighttime 
Radio in TV Areas 


New York, March 25—The 
Broadcast Advertising Bureau has 
authorized a special study of the 
nighttime radio audience with 
particular emphasis on how the 
medium is doing in television 
| markets. 
| William B. Ryan, BAB presi- 
| dent, sald field work on the study, 
which will be projectable to the 
country as a whole, will be start- 
/ed next month. Findings will be 
| released in June. He would not say 
| what research company will han- 
'dle the survey. 

Plans for this project were ap- 
proved here this week by the bu- 
reau’s board of directors, which 
authorized a budget of $642,000 
for the 1953-54 fiscal year starting 
April 1. This is an increase of 
about $50,000 over the 1952-53 
figure. 


s The bureau will add two new 
salesmen to carry radio’s story to 
national advertisers, agencies and 
top management of chain stores. 
This approach will be coordinated 
with activity on the local level 
through follow-through work by 
stations in contacts with distribu- 
tors and brokers. 

In the field of promotion in its 
own behalf, BAB has come up 
with a membership campaign 
which aims at a membership list 
of 1,000 radio stations by April, 
1954. Its roll currently totals 785 
stations. 


Ike Picks Howrey 
for FTC Chairman 


WASHINGTON, March 25—Presi- 
dent Eisenhower has given the Fed- 
eral Trade Commission a new 
chairman who hopes to find ways 
to speed the commission’s hand- 
ling of cases. 

The President today designated 
Edward F. Howrey, FTC’s newest 
member, to the chairmanship. Mr. 
Howrey’s appointment to the FTC 
was confirmed unanimously by the 
Senate on Monday. 

During hearings before the Sen- 
ate interstate commerce committee 
last week, Mr. Howrey said his 
experience as a practicing attor- 
ney has convinced him that FTC 
procedures could be improved. He 
reported that he had participated 
in cases which were before the 
commission for 10 years or more. 


s Mr. Howrey made clear that al- 
though several of his cases are 
still pending before the commis- 
sion, he will not participate in dis- 
cussion of these cases when they 
reach the point of decision. 

The fate of the FTC chairman- 
ship has been uncertain since Jan. 
20, when James M. Mead offered 
to relinquish the post to an Eisen- 
hower appointee. In announcing 
Mr. Howrey’s appointment today, 
the White House noted that Com- 
missioner Mead will continue as 
a commission member. 

In some quarters it was assumed 
that Commissioner Lowell Mason 
would become chairman. However, 
small business organizations fought 
_Mr. Mason’s appointment on the 
| grounds that he has been critical 
of the Robinson-Patman Act. 


Opens Los Angeles Office 

| Miller Printing Machinery Co., 
Pittsburgh, has opened a branch 
office in the Tishman Bldg., Los 
Angeles, with C. C. Kohler as 
manager. Frank Betlock, manager 
of the company’s San Francisco of- 
fice, has been promoted to assist- 
ant sales manager at Pittsburgh. 


Fliesler to ‘Better Living’ 


Martin S. (Marty) Fliesler, for- 
merly promotion manager of Print- 
|ers’ Ink, has been appointed pro- 
' motion manager of Better Living, 
|New York. 
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08.4% of Iowans 
Read ‘Des Moines 


Sunday Register’ | 


NEw York, March 27—A study 
of the audience of the Des Moines 
Sunday Register was released to- 
day by the Advertising Research 
Foundation. It was the first study 
of a newspaper audience and its 
characteristics for the ARF. 

Based on 2,760 interviews with 
people 15 years of age and older, 
the study indicated the statewide 
audience of the Sunday Register | 
to be 1,310,000—or 68.4% of the 
1,920,000 people living in Iowa who | 
are 15 or older. Six issues of the 
newspaper were surveyed, with the 


publisher reporting a sales average MEDIA BREAKDOWN—This chart shows how Colgate-Palmolive- 
Peet Co., third largest advertiser in the country for the past 
two years, allocated its budget in magazines, farm magazines, 
newspaper sections, network radio and network TV each year 
since 1948. The company’s dollar expenditures (shown at the 
base of each column, with 000,000 omitted) have doubled 
since ‘48. Magazines last year got one-third less of C-P-P’s 


of 516,722 copies. 

Better than 74% of the statewide 
audience reported reading no other 
Sunday newspaper. The undupli-| 
cated audience included 66.1% of. 
the paper’s urban readers and 
82.4% of the rural readers. 


@ The study also covered the 
Iowa Farm & Home Register, dis- 
tributed as part of the Sunday 
Register on the first Sunday of 
each month. The statewide audi- 
ence of the supplement was found 
to be 810,000 persons—more than | 
42% of the Iowa population. The 
farm audience was reported at) 
300,000—about 52% of the total) 
farm people in the state. | 

Better than 99% of all readers of 
the supplement live in households | 
with electricity; nearly 89% in| 


| 


households with telephones; nearly | 
99% with one or more radios; al-| 
most 94% with mechanical re- 
frigerators, and 89% live in house- 
holds with one or more cars. 

In collecting data on the Sunday | 
Register’s exclusive audience, all | 
readers were questioned about the | 
most recent issue of each other | 
Sunday paper published in Iowa) 
or contiguous states, provided the! 
paper’s circulation was equal to| 
2% or more of the households in 
the county where the interviews 
were being made. 


® As a result, the following Sun- 
day papers figured in the study, 
but no audience data is available 
on them: Albert Lea Tribune, 
Cedar Rapids Gazette, Chicago 
Herald-American, Chicago Trib-| 
une, Chicago Sun-Times, Council 
Bluffs Nonpareil, Davenport Dem- 
ocrat, Dubuque Telegraph-Herald, 
Minneapolis Tribune, Omaha 
World-Herald, St. Joseph News-| 
Press, Sioux City Journal and/| 
Waterloo Courier. 

The study was conducted by Al-) 
fred Politz Research Inc. under) 
the supervision of the ARF. Sub-' 
scribers to ARF and members of its 
founder subscribers, the American 
Assn. of Advertising Agencies and 
the Assn. of National Advertisers, | 
get copies free. Otherwise, copies 
are $25 each. 
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budget than in ‘48, 
has been cut in half in the five year period (although dollar 
expenditures are approximately the same, due to the increased 
over-all budget). These figures cover only expenditures in the 
five media shown and do not include newspaper advertising, out- 
door, spot radio and TV, etc. All figures are based on data 
compiled by Leading National Advertisers Inc. 
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while network radio’s slice of the budget 


Colman, Prentis 
Forms Agency for 
Foreign Business 


New York, March 24—Forma- 
tion of Colman, Prentis & Varley 
Export Inc., a subsidiary of Col- 


man, Prentis & Varley, has been) 


announced by Geoffrey Reynolds, 
president of both agencies. 

“The new advertising company 
was formed to take over the exten- 
sive advertising service of CPV 
Inc. in Europe, South America and 
Asia,” Mr. Reynolds said. “We 
have been building our domestic 
advertising business in the U. S. 
for the past three and a half years. 
In the interests of efficiency, we 
feel that the two operations should 
be kept separate with specialists 
working on the export side.” 


= CPV, working in liaison with 
Colman, Prentis & Varley Ltd., is 
in 58 
countries, servicing more than 100 
clients in 27 languages, Mr. Reyn- 
olds pointed out. 

Under the new arrangement, 
some accounts that advertise in 
the export field as well as the 
U. S. will be handled by both 
agencies. William Webster, for- 
merly an account executive, will 
be named v.p. in charge of the new 
agency’s operations. 

Colman, Prentis & Varley now 
maintains offices in New York, 
London, Paris, Caracas and Milan 
and has representatives in more 


than 40 countries. 


Perry to Leo Burnett, Canada 


Wilbert A. Perry, formerly as- 
sistant radio and television super- 
visor with Young & Rubicam, To- 
ronto, has been appointed mana- 
ger of the broadcasting department 
of Leo Burnett Co. of Canada. He 
will be attached to the agency’s 
Toronto office. 


Philip Graham Named Ad Council Chairman 


WASHINGTON, March 24—Philip 
L. Graham, publisher of the Wash- 
ington Post, was elected chairman 
of the board of directors at the 
annual meeting of the Advertising 
Council here. (See “You Ought to 
Know,” Page 66.) 

Mr. Graham, a council director 
since 1947 and chairman of the 
board’s executive committee for 
the past two years, succeeds How- 
ard J. Morgens, v.p. in charge of 
advertising, Procter & Gamble Co. 
Mr. Morgens assumes chairman- 
ship of the board’s planning com- 
mittee and, as a past board chair-| 
man, becomes a director-for-life. 


Stuart Peabody, assistant v.p.,| 
Borden Co., was elected vice-chair- 


way, executive v.p., Young & Rubi- 
cam, and Leo Burnett, president, 
Leo Burnett Co., were reelected 
vice-chairmen. 


® The directors also _ reelected 
Theodore S. Repplier to president 
of the council; Allan M. Wilson 
and George P. Ludlam, v.p.s; 
Frederic R. Gamble, president of 
the American Assn. of Advertising 
Agencies, secretary, and Paul B. 
_ West, president of the Assn. of Na- 
tional Advertisers, treasurer. 


The American Heritage Founda-| 


‘tion, through Thomas D’Arcy 
|Brophy, its president, presented the 
council with the first-place award 
in the 1952 “national register and 


man of the board; Louis N. Brock-| vote” competition. 


Kaiser-Frazer and Willys Merger 


Goes Through; No 


| New York, March 25—The long- 
expected merger between Kaiser- 
Frazer Corp. and Willys-Overland 
|/Motors eame about this week in 
a transaction involving “an esti- 
mated $62,300,000” for the Willys 
assets. 

The deal does not, however, in- 
volve any change in the operation 
of the two companies, according 
to Edgar Kaiser, president of K-F. 
Both will retain the independent 
production, distribution and dealer 


Industrial Ad Group 
Starts Second Study 


CLEVELAND, March 24—The In- 
dustrial Advertising Research In- 
stitute of the National Industrial 
Advertisers Assn. has started its 
second research project. 

Barrington Associates, New York 
consultant, has been engaged to do 
a study on “How to Establish the 
Industrial Advertising Budget.” 
James E. Jump & Associates earlier 
was assigned to do the first study 
on handling and evaluating in- 
quiries by successful industrial ad- 
vertisers (AA, March 2). 

The second study will “give con- 
sideration to methods now being 
used, and to development of prin- 
ciples that will be practical for 
companies of all sizes engaged in 
the manufacture and sale of indus- 
trial products.” 

A preliminary progress report 
will be presented at the NIAA con- 
vention in Pittsburgh this June. 


Leon hie 


Changes Planned 


setups, Mr. Kaiser said, but he 
‘did not indicate whether there 
| will be any consolidation of pro- 
/motion efforts. 

No change is expected in the 
agency alignment for the two 
companies. William H. Weintraub 
& Co. handles Kaiser-Frazer ad- 
vertising and Ewell & Thurber 
Associates is the agency for Willys, 
which has been spending heavily 
in radio and TV lately. 


= The purchase was made through 
Kaiser Mfg. Co., a subsidiary of 
Kaiser-Frazer, after several weeks 
of negotiations between the two 
auto makers. 

Effective with the acquisition, 
the name of the Kaiser subsidiary 
will be changed to Willys Motors 
Corp., with headquarters in Toledo 
where Willys is now located. Ward 
M. Canaday, chairman and presi- 
dent of Willys-Overland, has been 
asked to retain the title in Willys 
Motors. 

After the manufacturing transfer 
is completed, Willys-Overland Mo- 
tors will operate as an investment 
company. Common stockholders 
who do not wish to retain their 
holdings on this basis can ask for 
a pro-rata share of the sale price. 
The merger itself is still subject 
to the approval of Willys-Over- 
land stockholders, who will meet 
April 24. 


s Mr. Kaiser said the transaction 
was financed with $72,600,000 in 
private capital—$37,600,000 from 
Henry J. Kaiser Co., a holding 
company owned by his father and 
other members of the family; $15,- 
000,000 from the Transamerica 
Corp. through the purchase of pre- 
ferred stock of Kaiser Mfg. Co., 
and $20,000,000 through a term 
loan from the Bank of America. 
He said $15,000,000 of this would 
|go to the Reconstruction Finance 
Corp. as part aymesut on a Kaiser- 
|Frazer loan. K-F sill owes the 
|RFC $48,417,000 on a $66,146,000 
| loan. 
| In announcing the purchase, Mr. 
Kaiser hailed the merger as the 
_ biggest in automobile history and 
'said it would make the resultant 
| company the world’s fourth largest 
| automobile maker. 


le Production estimates made by 


Rexall 1952 Sales 
of $178,293,228 
Reported by Dart 


Los ANGELES, March 24—Sales 
of Rexall Drug Co. were $178,293,- 
228 in 1952, Justin W. Dart, presi- 
dent, reported yesterday in a letter 
to stockholders. 

The figure includes sales of Vita- 
min Corp. of America, which was 
acquired last September. Consoli- 
dated net earnings were $1,960,275. 

Mr. Dart’s letter revealed that 

the purchase terms for VCA in- 
volved an initial payment of $455,- 
000, approximately $150,000 in ex- 
cess of book value, he said. In ac- 
cordance with the company policy 
of carrying good will at a nominal 
value, the amount was written off, 
the letter said. 
No further payments are re- 
quired until net earnings after 
taxes of VCA under Rexall owner- 
ship equal the initial payment, 
after which Rexall is obligated to 
make further payments to former 
VCA stockholders. 


# While the total purchase price 
cannot be determined for some 
years, future payments are limited 
in the aggregate to approximately 
one-half of future VCA earnings 
after taxes until Dec. 31, 1960, or 
$4,500,000, whichever amount is 
smaller. 

Mr. Dart said VCA will con- 
tinue under present management 
and that its merchandising and 
promotional policies will remain 
unchanged. However, VCA man- 
ufacturing facilities will be con- 
solidated with existing Rexall fa- 
cilities. 

Rexall will operate approxi- 
mately 8% fewer retail stores in 
1953. Mr. Dart reported that prof- 
its from its drug-grocery com- 
bination stores have been very 
satisfactory and another store of 
this type will be opened in 1953. 

During 1952, 27 stores were 
closed or sold, and 15 were en- 
larged or substantially remodelled. 
At the end of the year, Rexall was 
operating 255 stores in the U. S., 
and 34 stores in Canada, This com- 
pares with 274 stores in the U. 5S. 
and 35 stores in Canada on Dec. 
31, 1951. 


Chirurg Boosts R. D. Stuart 
to General Manager in N. Y. 


Robert D. Stuart has been pro- 
moted to general manager of the 
New York office of James Thom- 
as Chirurg Co., 
New York and 
Boston agency. 

Mr. Stuart was 
assistant general 
manager. Prior to 
joining the agen- 
cy he was assist- 
ant to tne direc- 
tor of advertis- 
ing and then ad- 
vertising and 
sales promotion 
manager of U. S. 
Rubber Co.’s gen- 
eral products division. He also was 
sales planning manager for Yale 
& Towne Mfg. Co. 


Sherman Heads Pabst PR 


Samuel Sherman, formerly a 
Milwaukee Journal reporter, has 
been named public relations mana- 
ger of Pabst Brewing Co., Mil- 
waukee. He succeeds Walter J. 
Kessler, who has been promoted to 
director of special services in the 
public relations department. 


Robert D. Stuart 


Mills Joins Angier Corp. 


Robert A. Mills has joined An- 
gier Corp., Framingham, Mass., 


CHARACTERS—Englander Co., Chicago, is Automotive News in its March 23 
displaying its “sleep characters” (“bird jccue put the combined output for 
dog,” “traveler,” ete.) in full-color poges yaicserFrazer and Willys at 2,-| 


for a spring drive in Better Homes & Gor- 
dens, Life and Living for Young Home- 
| Leo Burnett Co., Chicago, is the 


agency. 


572 passenger cars for the week! 
ended March 21. The addition of 
(Continued on Page 32) 


producer of industrial packaging 
paper, as sales promotion mana- 


| ger. He formerly was in the adver- 
|tising and sales departments of 


Vick Chemical Co. 


Lambert Tire to Pickering 
Lambert Tire Co., distributor of 

U. S. Royal tires, has appointed 

Robert L. Pickering Advertising, 

San Francisco, to handle an ad- 
vertising campaign. 
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Sears Sales Rise 
to $2.932 Billion; 
Net Profit Drops 


(Continued from Page 1) 
counted for the lowered net. Gen. 
Robert E. Wood, chairman of the 
board, told reporters at a press 
conference yesterday that the ex- 
cess profit tax alone amounted to 
$17,500,000, plus another $2,200,- 
000 paid by Allstate Insurance Co., 
a Sears affiliate. Small manufac- 
turing companies in which Sears 
has a financial interest were hit 
even harder, he said. 

Mr. McConnell said sales in 
March show a gain similar to the 
10.1% registered in February. He 
expressed a belief that the gain 
will continue through the spring 
selling season. The increase, he 
said, results from more effective 
operation, and aggressive mer- 
chandising. 

The company now is beginning 
to reap the full benefit of its post- 
war expansion program, he said. 


' were opened in the U. S. and four 
others closed. Eight stores were 
/opened in Latin America. 


/_MONTGOMERY WARD’S 


Last year 14 Sears retail stores | Sales for the previous year were 
$1,170,461,801. Since 1951 earnings 
have dropped a total of $34,566,- 
626. 


Baquie Heads Brown-Forman 
Open States and Export Sales 


J. Gordon Baquie, executive v.p. 
of Brown-Forman Distillers Corp., 
Louisville, has been named chair- 
man of the mar- 
keting committee 
and executive di- 


SALES LOWER AGAIN 

Cuicaco, March 27—Sales and 
net profit of Montgomery Ward & 
Co. last year continued the decline 
that began in 1951. The report to 
stockholders for the year ending 
last Jan. 31 shows that net earn- 
ings fell to $49,593,351 from the 
previous year’s figure of $54,342,- | 
330. 

Sewell Avery, chairman of the 
board, in a statement to stockhold- 


open states and 
exports. He will 
supervise sales in 
29 open § states 
and the District 
of Columbia as 


ers said, “Sales of $1,084,586,322 ee ee 
for the year were 2% lower than) countries. 


Henry Miller, 
executive assist- 
ant to the sales manager and mar- 
keting director, will become assist- 
ant to Mr. Baquie. 


the previous year. Most of the de-— 
cline occurred in the first quarter. 
Beginning with the second quarter, 
government elimination of credit 
restrictions increased the demand 


for merchandise sold on time pay-— Green Opens Buffalo Agency 
ment terms. . ._| Philip J. Green has opened P. J. 

Sales for the year ending in Green Advertising Service at 14 
January, 1952, were $1,106,157,077. | Ellicott St., Buffalo. 


J. Gordon Baquie 


rector of sales for | 


Information for Advertisers .. 


To Issue Chicago Directory 


Advertising Age, March 30, 1953 


If signed, a new New York bill outlawing telephone selling on Sundays 
will seriously affect department stores, appliance stores, newspapers, 
| radio and TV stations Page 1 
_The Federal Trade Commission may have continuous liaison with busi- 
ness if negotiations now under way are successful. Details of the 
hitherto top-secret meetings are told on 
Sears may use magazines. Its executives have been talking with Grey 
Advertising Agency about it, anyway --Page 1 
The Bureau of Advertising’s campaign to get more beer ads in news- 
papers has paid off in part with Anheuser-Busch’s decision to invest 
$2,000,000 in the medium Page 2 
Neiman-Marcus’ Jane Trahey thinks retail admen must be honest and 
“ready to leave at a moment’s notice.” 
Chicago’s top copywriters’ earnings average $9,000 to $15,000 a year, 
according to a new survey 
Copywriters have other problems besides pay, however. One copy chief 
writes movingly about clients’ copy changes on. ............ Page 58 
The new office of distribution in the Commerce Department will try to 
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get better data on retail inventories ................--.5+:- Page 71 
REGULAR FEATURES 
Advertising Market Place ... .54 Looking at Retail Ads ........ 60 
Con:ing Conventions ......... 47 Mail Order Clinic ............ 58 
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ee ee 12 Production Tips ............. 60 
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Eye and Ear Department ... .58 Salesense in Advertising ..... 57 
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Getting Personal ............. 18 Voice of the Advertiser ...... 50 
54 You Ought to Know .......... 66 


Wrong Agency for Squirt 


Reuben H. Donnelley Corp., Chi-| In a story on Squirt Co. in last 


cago directory publisher, in August | 
will publish a new “Chicago Street | 


| Address Directory,” listing families | 


and businesses by street address. | 


week’s issue, AA listed Boylhart- 
|O’ Connor, Los Angeles, as the com- 
pany’s agency. This was incorrect. 
Squirt advertising is handled by 


J.B. BOGGS 
FOUNDER 


| OUR ADVERTISING MANAGER 
=) 


Sali 


“Twigley sure earned himself that spot when he suggested we sell 
all lowa by advertising in the Des Moines Sunday Register.” 


It makes a beautiful picture...this lowa market. 


Take urban buying. It’s now up and over giant-buying 
cities like Philadelphia, Boston or San Francisco. As for farm 
buying, there’s nothing to compare with lowa, anywhere! 


Sum total it and you have a cool four billion dollars annu- 
ally earned by Iowa's 22 million prosperous people. 


The sure way to get in this rosy picture is through the 
Des Moines Sunday Register. It puts you in touch with 2 out 
of 3 of all lowa families everywhere in the state. Coverage in 
83 of Iowa's 99 counties is 50% to 100%...in 9 counties 
more 40% to 49%...in the few others at least 21%. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION September 30, 1952: 
Daily, 369,807—Sunday, 533,204 


Why not count yourself in on this unusual opportunity ? 


Milline rate is a modest $1.88. 


THE DES MOINES REGISTER anv [TRIBUNE 


Gardner Cowles, President 
Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 


ithe Harrington-Richards division 


More than 1,000,000 business | |'of Fletcher D. Richards Inc., Los 


houses will be listed. The directory 


will be leased on a yearly fee ba- Angeles. Boylhart-O" Connor _ is 
sis. = relations counselor for 
_ Squirt. 


Hoover in Canada Promotion (Clarke Joins Chicago F&S&R 
Hoover Co., Hamilton, Ont., in | John E. Clarke, formerly assist- 
April will launch its first Canadian | ant advertising and sales promo- 
/newspaper promotion in years. | tion manager of the American In- 
| Supporting ads are now appearing | ‘stitute of Laundering, Joliet, II1., 
_in English and French magazines.|has been appointed an associate 
'Russell T. Kelley Ltd., Hamilton, account executive in the Chicago 
_is the agency. | office of Fuller & Smith & Ross. 


eliminate 
handset 


lype 


with 
WARWICK 
PHOTOTYPE 


By having your type machine-set 
photographically in miniature on a 
revolutionary new machine, you'll 
be able to eliminate costly hand- 
setting for display heads, broad- 
sides and all jobs containing large 
type. Razor-sharp Phototype comes 
to you in any size you want, from 
4 point to 288 point or larger, direct 
on film for stripping in, or on paper, 
ready for paste-up. This entire ad- 
vertisement was set with Phototype. 
Write for complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. 


Dept. A19, 920 Washington Ave., St. Lovis 1, Mo. 
Overnight by air mail from most of U.S. 


WARWICK PHOTOTYPE 


| WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 
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62nd of a Series 


IF YOU SELL THE BEST CUSTOMERS 


a3 


G APPAREL MARKET 


lew York Herald Tribune women 
aders spend more than 
230,000,000 a year for 
lothing and accessories. 


YOU SELL AT A PROFIT! 


Today, the only way to cut selling costs and boost profits is to skip the marginal, “maybe” 


buyers...and sell to the best customers—the people who not only can afford to buy, but want to 


buy—often and in quantity! 


In New York these best customers are in the Herald Tribune Quality Market—an audience of 
families with higher incomes, exceptional savings, securities and property holdings. They’re 
interested in living better... and interested in the things that mean better living. They buy more, 
more often...buy at all price levels...buy five billion dollars BIG! Sell this market of best 


customers and you cut your selling costs, boost your profits. Get the details...now! 


NEW YORK 


Herald Tribune 


oe MARKET 


BIG BUYING POWER 


- raid Tribune famplies moke ~ Two Herald Tribune fomilies 
2658Q0,000 shopping “a very three have $5,000 
trips a rl Pd or hi annual incomes. 
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NBP Adds Four Publications 


Affiliation of Cleworth Publish- 
ing Co., Greenwich, Conn., with 
National Business Publications, 
Washington, adds four new mem- 
ber-publications to the NBP roster. 
These include Industrial Wood- 
working, Maintenance, Plastics 
World and Power Equipment. Each 
is a CCA monthly. 


Brady Electric Boosts Baker 

Rollin E. Baker, division sales 
'manager of Brady Electric Inc., 
Elmira, N. Y., has been promoted 
to sales manager. 


Seidner Names Goulston Co. 

Otto Seidner Inc., Westerly, R. 
'I., has appointed Goulston Inc., 
| Boston, to handle advertising. 


ere ee ee 


We. have available for you complete market 
data on the QUAD-CITY metropolitan area. 
Agencies find these folders useful for inclusion 
with media schedules to clients where the 
QUAD-CITIES are on the list or to be discussed. 


Trahey, Chapple 
Urge Ad Group: 
Woo Management 


ATLANTA, March 24—Two hun-| 
dred advertising men and women | 
were urged here last week to get 
their managements on their side. 

The suggestion, with different 
reasons “why,” were voiced at the 
fourth annual] Atlanta Advertising 
Institute by Bennett Chapple, as- 
sistant executive v.p. of U.S. Steel 
Corp., Pittsburgh, and Jane Tra- 
hey, advertising director of Nei- 
man-Marcus, Dallas. Emory Uni- 
versity and the Atlanta Advertis- 
ing Club sponsored the meeting. 

Mr. Chapple said the first step 
in creating good advertising is to 
win the confidence of management. 

“The degree to which you are 
successful in substituting fact for 
faith,” he said, “is in large part 
the same degree to which manage- 


WHY DO 10,384 ADVERTISERS USE SPACE 


IN THE 1953 EDITION OF THOMAS REGISTER? 


There are many important factors which con- 


tribute to the phenominal number of advertisers who 


use T.R. annually: 


1. T.R. circulation is fully paid and ABC Audited. 
The substantial price of each edition eliminates any 


mere curiosity subscribers. T.R. clientele use T.R. 


habitually for Purchasing Decision. 


2. T.R. is comprehensive, complete and accurate. 


It contains all of the data available from all other 


sources combined, plus over 3,000 pages of exclu- 


sively T.R. purchasing information. T.R. clientele 


rely on T.R. habitually for Purchasing Decision. 


3. T.R. is preferred by better than 60% of the 
Industrial Purchasing Power of the U.S. and patron- 


industrial brackets. 


age and preference are outstanding in the upper 
T.R. clientele insist on T.R. 
habitually for Purchasing Decision. 


You too can reach the major part of your indus- 
trial market through Thomas Register. A T.R. rep- 


resentative will be glad to show you how. 


THOMAS 


REGISTER 


“” THOMAS PUBLISHING COMPANY 


461 EIGHTH AVENUE NEW YORK 1, WN. Y. 


ment can be expected to accept ad- | 


vertising as a sales tool. If he can 
win the respect of management for 
his judgment via a sound, well- 
integrated budget and media plan, 
the advertising manager will be 
relatively free to carry out the 
ideas, the techniques, the copy 
angles that he believes should dis- 
tinguish his advertising.” 


@ Mr. Chapple said “much adver- 
tising today, consumer and indus- 
trial, is suffering from ‘conformity 
disease.’ The current rash of inde- 
pendent research organization re- 
ports and doctors’ endorsements in 
cigaret and other types of adver- 
tising just seem to cancel each 
other.” 

Miss Trahey, who reportedly has 
a pretty free hand in her own store, 
painted a pretty bleak picture for 
ad staffers in stores generally. 

“Too many writers and artists 
in stores are being led by their 
own noses to advertising slaught- 
er,” she said. “They are being led 
by management to believe that 
the store across the street is doing 
a better advertising job than they 
are. It seems to be an internation- 
al custom of management to be 
more satisfied with a competitor’s 
advertising than with their own.” 


= Management, though it is afraid 
to be different, still wants change, 
she declared. To cope with this 


vertising people to be frank, hon- 
est and “ready to leave at a mo- 
ment’s notice. All too few ad people 
have convictions.” 


ple’s: She told the institute that 
too much of today’s advertising is 
a series of adaptations rather than 
creations. “Too few retail adver- 
tisers express the personality of 
their own store—they are so busy 
adapting the ideas of others.” 

Clyde Bedell, retail advertising 
consultant and columnist for Ap- 
VERTISING AGE, complained that 
“the ad people of today are un- 
tested by hard times. They’ve nev- 
er really had to sell. Therefore, 
they are full of confidence, pride 
and self-satisfaction.” 


= Mr. Bedell said the admen must 
get off a “gravy train they’ve been 


and another institute speaker in- 
dicated the inflation will end soon. 
This was Dean G. Rowland Collins 
of the schools of business, New 
York University. 


problem, Miss Trahey urged ad-| 


One of her own convictions, it) 
developed, checked with Mr. Chap-. 


riding in the tailwind of inflation,” | 


Advertising Age, March 30, 1953 


“Despite optimism in some quar- 
ters,” Dean Collins said, “the gen- 
eral business outlook is more than 
‘iffy.’ And barring a decided rise 
in the temperature of the cold war, 
a downward trend is inevitable.” 

He advised industry to concen- 
trate now on funding reserves for 
promotion and advertising, es- 
pecially of new products. 

The dean pointed out that ad- 
vertising in a soft market wili be 
of major importance, because new 
products and improved old prod- 
ucts can create demand to take up 
the slack, but not without money 
to launch them. Advertising also 
/will have to create demand here- 
tofore generated by personal sell- 
'ing, because, in Dean Collins’ view, 
“the young college man of today 
|is just not interested in personal 
selling.” 


# Alfred Politz, head of the New 
York research firm bearing his 
name, criticized some research as 
infantile. “Many advertising stu- 
dies,’ he said, “are undertaken 
simply because they are so desir- 
able. The ability to make the meas- 
‘urements that are needed for those 
‘studies often is overlooked. ..One 
of the basic fallacies of a naive 
'method of research is to compare 
an ad-exposed group to a control 
group and attribute the resulting 
difference to the ad entirely.” 

| Other speakers at the meeting 
included E. B. Weiss of Grey Ad- 
vertising Agency, New York, and 
_E. H. Weiss, Weiss & Geller, Chi- 
cago, whose talks were reported 
by AA last week. 

Richard Joel, head of Emory 
| University’s journalism division, 
| was in charge of the annual ad in- 
stitute. 


Typo Ups Billings $400,000 

| In the Feb. 23 issue of AA it 
_was reported that Albert A. Dren- 
nan Advertising, San Francisco, 
billed $491,998 in 1952. This figure 
was incorrect; it should have been 
$91,998, as compared with billings 
of $69,367 in 1951. 


Appoints George Dunning 

| George G. Dunning Co., Boston, 
publishers’ representative, has been 
appointed New England repre- 
'sentative for Super Market Mer- 
chandising, New York. 


_Meter-Ad Appoints Woodruff 

| Harry Woodruff, formerly ex- 
/ ecutive sales manager for National 
Transitads, has been appointed to 
a similar post with City Meter-Ad 
Corp., Brooklyn. 
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_ An absorbing new novel starts in this week’s How long has it been since you’ve read a spine- What kind of articles do you go for? Colorful? 
Saturday Evening Post. It is by Conrad Richter, chilling thriller? In the hands of a master such a This week there’s a close-up of the lush new Carib- 
| one of seventy Pulitzer Prize Post contributors. story becomes great writing. Great reading, too, bean clip joints. Eye-opening? Then you'll prefer 
\ it | (Twelve Nobel Prize winners have written for as you'll discover when you read Savage Night No Wonder Epileptics Are Bitter by science-writing 
aa the Post.) Significantly, Post editors discovered by MacKinlay Kantor, author of the story for the award winner Steven M. Spencer. America’s best 
beta Richter 34 years before the award givers did. Oscar-winning film The Best Years of Our Lives. writers of fact and fiction are in the Post. 
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ZA : Bay atl \y ni : “es = 
(’ Confidence " ~ i 7 
Big Mg Tea ) : id 
Every bit as distinguished as Post authors are , atue 4] Why does one brand consis- Surveys among readers of leading weekly maga- 
Post advertises. ‘Their namés read like a Who's Ne: Ly tently outsell another? Cus- zines show that: Readers spend more time with 
Who of American business. And this is no coinci- a tomer confidence is often a big the Post—and return to it more often. p Readers 


dence. The Post, singlehandedly, has made more factor. Advertisers have found they win this trust believe that the Post is more reliable. p» Readers 
brand names into household words than any other when they appear in the Post. Retailers havefound pay more attention to advertising in the Post and 
magazine or than any other advertising medium! they increase it when they use this seal. have more confidence in Post-advertised products. , 
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Go dio was $11,200,000. 
Networks t More Preliminary data from FCC’s 
Net Revenue in ‘52 study of 1952 TV financial data 


showed total 
from Radio Than TV time, talent and program material 
/on four networks and 108 stations 
(Continued from Page 1) at $336,300,000—a 43% increase 
TV income to $9,000,000. Network over 1951 with 93 stations other 
revenue from radio slipped from than the 15 network owned-and- 
$99,000,000 to $97,700,000 but, with operated outlets improving their 
expenses trimmed from $89,500,-| earnings by 56%. 


000 to $85,900,000, income from ra- 
s The over-all industry income 


figure for 1952 was $54,500,000, 


tions had total earnings of $45,- 
600,000, nearly equal to the aggre- 
| gate earnings of 2,175 AM stations 
3| in FCC’s 1951 survey. 
| FCC reported profitable opera- 
{ tions for 94 stations and losses for 
i 6 | 14—-the same as last year. In 1952, 
however, there were 12 stations 
| with income before taxes in excess 
| of $1,500,000 each, compared with 
| four in 1951. Nine of the 14 “los- 
j ers” were in New York and Los 


ad ur Clip Books of Rewty-To 
» 


art Prowta—t tmolutely FREE if you'll just 


cuamine our new monthly art service. Saves 


issue of our new art service (only $4.9 
month) on 10-da 


ponseys, 
Send no money, 


rite today 


is as an otroduc asey Gil reat et yours on com- 
z 
}) No eH, 


expenditures for 


“%§ compared with $41,600,000 in 1951. | 
7 The 93 non-network-owned sta-|of a ten-week series of spring) 


Gillette Drops Sponsorship of Derby, 


Preakness and Belmont Racing Classics 
New York, March 27—Sponsors | 000. Program costs for the ten less put through their paces by Ted 


are not pulling out of television, 
but they are squeezing their bank- 
rolls on programming costs. 

A case in point this week is Gil- 
lette Co., longtime sponsor of 
sports attractions on radio and TV. 
The manufacturer is relinquishing 
sponsorship of the triple crown 
races—the Kentucky Derby, Preak- 
ness and Belmont stakes—in favor 


stakes mainly from the New York 
tracks. 

Gillette has presented the Der- 
by on radio for many years and) 
was its original network TV back- 
er, having carried it live from Ken- 
tucky for the first time in 1952. 

The sports-minded advertiser | 
decided against the triple crown 
races because the costs were “out 
of reach.” The package price for | 
the three for the 1953 season—cov- | 


publicized stakes will run several 
thousand dollars below this fig- 
ure. 


® CBS, which has aired these races 
for years, has the broadcast-tele- 
cast rights. So far no sponsor has 
stepped up to fill Gillette’s shoes. 

The safety razor maker’s new 
racing series will start April 18 


with the Gotham at Jamaica. ABC | 


will carry the broadcast and NBC 
the telecast, with coverage of one 
race .scheduled weekly through 
June 20. Maxon Inc. is the agency. 

Gillette’s move toward a more- 
modestly priced racing attraction 


| follows close on the heels of Texa- 


co’s cancelation of Milton Berle, 
because of sharply-hiked talent- 
production charges, and the posting 
of closing notices on “All Star Re- 
vue” (NBC-TV) due to lack of 


HARRY VOLK JR. ART STUBIO a! Angeles—the nation’s two seven- | ering AM-TV rights, program ex- sponsor support. 


Ht 600 Central Bidg., Atlantic City, N. 


!' station markets. 


| penses, etc.—reportedly was $360,-' 


One of its backers—Pet Milk— 


IF YOU WANT 


Send for Your Consumer Analysis Today! 


You'll find the 8th Annual Consumer Analysis for 
the Indianapolis Metropolitan Area a gold mine of 
information for effective sales and advertising plan- 
ning in this great market. Compiled and published by 
The Indianapolis Star and The Indianapolis News, it 
contains the latest record of consumer preferences 
and buying habits for approximately 250 product 
classifications, conveniently arranged in sections on 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


foods, soaps and cleansers, toiletries and cosmetics, 


beverages, automotive, appliances, market data and 


general. Whatever tools you need for working that 


rich Indianapolis ore are available from The Star and 


The News . . . including saturation coverage for your 
advertising. Write for full details and your copy of 


the new 1953 Consumer Analysis. 


Advertising Age, March 30, 1953 


has already bought a less expen- 
‘sive show to fill the last half of 
the 60-minute period occupied by 
|the big-name program. Amateurs, 


| Mack, will replace Jimmy Durante, 
'Tallulah Bankhead, Martha Raye, 
| ete., in the 8:30 to 9 p.m. EST Sat- 
urday spot starting April 25. 

There are also signs of sponsor 
unrest on “All Star’s’ CBS compe- 
tition—the $60,000-plus Jackie 
Gleason show, which requires three 
advertisers for a full house. No 
|'sooner did Nescafe sign as a re- 
placement for Lemming Co. than 
Bristol-Myers decided ‘to move out 
effective in May. Starting May 16 
this vacancy will be filled by Proc- 
ter & Gamble, with a five-week 
run for Lilt (Biow Co.). Mr. Glea- 
son will leave the air for his sum- 
mer vacation July 4. CBS hopes to 
have Bristol-Myers back as a spon- 
sor next fall. 


# Blatz (William H. Weintraub & 
Co.) is discontinuing its alternate- 
week sponsorship of “Amos ‘n’ An- 
dy” at the end of the current cycle. 
This TV money may be used to ex- 
tend the spot-booked station line- 
up for “Favorite Story” and “The 
Unexpected.” There will also be 
some additional spot announce- 
ments, with the possibility that 
part of the budget may go into ra- 
dio and newspapers. 

On the more cheerful side at the 
networks this week, there is this 
to report: 

S. C. Johnson & Son (Needham, 
Louis & Brorby) will take over co- 
sponsorship of the Saturday night 
fights (ABC-TV) with Bayuk Ci- 
gars on April 25. This network’s 
key station, WABC-TV, will pre- 
sent a five-times-a-week live va- 
riety show for Knickerbocker beer 
(Biow Co.), beginning April 27 at 
11 p.m. EST. 

In radio, Toni Co. (Leo Burnett 
Co.) bought a new audience par- 
ticipation show with Dennis James 
as a replacement for “Break the 
Bank” and added an extra day to 
make it a three-times-a-week se- 
ries. 


a At NBC-TV, two of “Howdy 
Doody’s” sponsors—Continental 
Baking Co, and Standard Brands— 
added an extra 15 minutes to the 
15 minutes they already carry on 
the kids’ program. 

Procter & Gamble bought an ad- 
ditional quarter-hour weekly on 
“Welcome Travelers” (Biow) and 
the “Kate Smith Show” (Compton 
Advertising) on the same network. 
Starting April 1, the Kelvinator di- 
vision of Nash-Kelvinator Corp. 
will sponsor half of the Wednesday 
telecast of “Break the Bank,” 
through Geyer Advertising. 

Coca-Cola Co. (D’Arcy Advertis- 
ing Co.) will present Eddie Fisher 
in 15 minutes of songs twice week- 
ly over NBC (AM and TV), start- 
ing April 29 at 7:30 p.m., EST. 
This leaves unsold only one of the 
quarter-hour segments to be va- 
cated by the exit of “Those Two,” 
sponsored by Procter & Gamble Co. 


Name Scott Associates 

Katz Drug Co., Kansas City re- 
tail chain, has appointed Peter T. 
Scott Associates, Kansas City, to 
initiate and service a radio promo- 
tion aimed at Negroes in Kansas 
City. Stations used will be KPRS, 
Kansas City, and KUDL, opening 
in Kansas City May 1. The Wehner 
'Foundry, Kansas City, maker of 
‘French brass and antique re- 
productions, and Kansas Farm Bu- 
reau Insurance Companies, Man- 
hattan, Kan., have appointed the 
agency also. 


‘South Bend Tribune's’ New 
Supplement Bows on Sunday 


The South Bend Tribune Maga- 
zine made its initial appearance on 
Sunday, March 29. The new maga- 
zine, a regular Sunday section for 
the newspaper, will be produced 
by the Tribune staff and free lance 
writers. William Ayres is the edi- 
tor. 

Space is available to advertisers 
in both b&w and color. 
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© 1953 Chicago Show Printing Co. 


Our business is making people look . . . and buy! 

We make them look once. We make them look 
twice. We make them buy. We’re doing it for prod- 
ucts of every kind . . . for advertisers from coast 
to coast. 

We can do this for your product, whatever it 
may be. 

Our business is advertising at the point-of-sale. We 
specialize in this one medium of advertising. We 
know how to make it work . . . from the creation 
of hard-selling ideas to the development of prac- 


WRITE now for “Idea File”’, a collection of ‘‘made-you-look— 


made-you-buy”’ promotions created by Chicago Show Printing 


Company, 2640 N. Kildare Avenue, Chicago 39; 
400 Madison Avenue, New York 17. 
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Trademark MYSTIK iewistered U. 8. Patent Office 


* Lithographed displays for indoor and outdoor use 


* e 
* Cardboard Displays * Cloth and Kanvet Fiber Banners and Pennants * Mystik® Self-Stik Labels 
* Animated Disploys * Mystik® Self-Stik Displays * Econo Truck Signs Advert S/n 7. G at the P OIN T- OF ad SALE 


* Stanzall Outdoor Signs « Mystik® Can and Bottle Holders 


* Booklets and Folders 


tical designs and constructions that win retailer 
enthusiasm. 

We’re ready to go to work for you ... . on a year- 
round program, a seasonal promotion, or a single 
display job. 
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|DOUBLE MEANING... 


, 


Maybe you feel awards are getting 
out of hand—and meaningless, except 


‘to jewelers and calligraphers. 


But television is so many different 
things—drama, comedy, musie, news, 
public affairs, sports—there’s room 


for lots of awards. 


CBS Television shows and showmen 
received 87 this past year—as well 

as the most meaningful award of all: 
top program popularity. This is the 
one the audience gives— week after 
week—in the nation’s leading markets. 


For advertisers it’s an award with 


specific sales meaning: bigger 
customer traffic for all their shows 

on the network...larger average 
nighttime audiences...the iowest cost 
per thousand, 


So consider, in this season of laurels, 
our 88th award. It’s one we can share 
with all our advertisers. 


CBS TELEVISION 
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A Little Quiet Confidence 


Walter Williams, Under Secretary of Commerce, said the other day 
what we have been saying for a long time. Naturally, we think what 
he said was little if any short of brilliant, so we’re repeating some 
of it: 

“One of the unfortunate things about us business men is that we 
somehow or other come to feel that unless we break records every 
week, we are headed into the doldrums. 

“Look to the future with confidence, but not bubbling optimism. 
Cur chief aim should be to marshal all the facts we can with respect 
to our respective businesses and the collective business of the na- 
tion, and to analyze these facts to the best of our ability and judg- 
ment. 

“Then rather than be upset and disturbed by any mild modifica- 
tion which may come along, we can take advantage of the down pe- 
riods, better to get our respective business houses in order.” 

We think it’s fine for business men to be disappointed if they 
don’t keep on breaking records. That’s the old “college spirit” that 
pays off on the football field and on the sales chart, too. But this 
doesn’t mean that, in their disappointment when a record is not brok- 
en, business men should fall into a gloomy spell in which they see the 
end of practically everything. 

We have referred before to the people who, having achieved sales 
records which they would not have dared dream of a dozen years ago, 
now find things going to hell in a handbasket because current sales 
are off 3%, or 5%, from last year. We hope they will take Mr. Wil- 
liams’ advice seriously; that they will fight hard and intelligently to 
bring their sales back up to record levels; but that they won’t preach 
the approach of doom if they fail to do so. 

The somewhat doubtful science of economics may have another 
set of explanations for it, but we all know that the prevailing atti- 
tude of mind has a great deal to do with business conditions. 

Let’s all be sure that business’ attitude of mind is sound and sensi- 
ble, and reasonably free from violent and unwarranted changes. 


Is the House Tumbling? 


Not so long ago, if a poll had been taken to determine the best 
public relations job of recent years, advertising and p.r. people would 
probably have voted almost equally for the A&P effort in the anti- 
trust case directed against it, and the American Medical Assn.’s ac- 
tivity in opposition to so-called “socialized medicine.” 

Now there is some indication that the wonderful job of building 
public prestige for the medical profession is falling apart at the 
seams. And thereby may hang a lesson in public relations of more 
than passing importance to all other fields. 

Within recent weeks, two distinguished members of the medical 
profession—one a director of the American College of Surgeons and 
the other a distinguished surgeon and former president of the Chicago 
Medical Society—have voiced public criticisms of fee-splitting prac- 
tices in the medical field. These criticisms have naturally received 
considerable attention in the press. 

As a direct result of these criticisms, a group in the Chicago Medi- 
cal Society tried to put through an action depriving one critic of his 
membership in the association (an act tantamount to lifting his right 
to practice in any accredited hospital), and another group has de- 
manded something like a public confession of error on the part of 
the College of Surgeons director. 

In both instances, the action seems to have been based not so much 
on the assumption that what these men said was wrong, as that it was 
wrong for the two doctors to have voiced such derogatory statements 
in public. In the first case in particular, it seemed to the man on the 
street that organized medicine was insisting that no member of the 
lodge ever criticize any action of any lodge member outside the lodge. 

We suspect that this is not the way to maintain public confidence 
in the lodge or its members. 


“We hope that you've enjoyed the fights from the arena and that you'll show your 
appreciation by drinking plenty of geed old Slatz beer.” 


What They're Saying 


What Makes the Club Tick? 

The answer to that question is 
simple. You, the member, make it 
tick. Your dues support it in its 
work. Your active participation in 
its activities is as necessary to its 
well being as are your dues. 

Each year as election-of-new-of- 
ficers time approaches, members 
are queried as to which committee 
of the Adclub they wish to serve 
on. That time is nearing again so 
it might be interesting to consider 
the ideal member of a committee. 
What are his qualifications, and 
how does he meet his responsibili- 
ties? 

1. He should have the interests 
of the advertising profession and 
this club at heart. 

2. He will give thought and study 
to the subjects which come up be- 
fore the committee and will not be 
just one of those present. 

3. He will make it a point to be 
on hand for all meetings, unless 
his professional duties require him 
to be elsewhere. 

4. He will not allow one or two 
to assume the entire burden for de- 
veloping plans but will contribute 
ideas of his own. 

5. He will do what he can to 
make the meeting orderly and not 
overlong. 

If you accept a committee ap- 
pointment this year, bear these 
thoughts in mind. It’s your club. 
Committees are its backbone. Let’s 
make them work. 


—Ad Age, publication of the 
Francisco Advertising Club. 


San 


A British View 

You have seen the work of our 
American cousins in the great 
transatlantic magazines. In the 
process, you will, time and time 
again, have confused peerless 
printing and juicy “ever-so-real” 
illustration with brilliant adver- 
tising. But, in fact, you will be 
hard put to it to name from mem- 
ory any of the products advertised. 

The formula is fool-proof, 
though. To one realistic full-colour 
illustration of a plate of soup 


(complete with self-conscious 


steam and perfectionist bubbles) 
add a heading with the word 
“dream” in it, six small panels of 
recipes telling how to use the soup 
if you don’t like soup, a picture of 
the can, a smiling housewife (with 
kiddies) and a coupon for fuller 
details, and you have the whole 
appealing bag of tricks. 

In a country of warm, uniform 
mass-emotionalism (every G. I. 
has a “buddy” as well as a “baby”’) 
this formula tugs equally at the 
twin strings of the heart and the 
purse. It could not work so well 
here, where cynicism (disguised 
as discrimination) is more ram- 
pant. So, appraise each country’s 
advertising on its ability to appeal 
to its differing peoples, but don’t 
strain to relate and compare over- 
much. 


—E. C. Mackenzie, in Courier, month- 
ly magazine published in London. 


Are Our Cities Sick? 

A recent speaker in discussing 
the rapid growth of neighborhood 
shopping centers explained this de- 
velopment on the ground that “our 
cities are sick.” 

He went on to state that our big 
cities are “dying at the core” and 
the difficulty was “heart trouble 
and hardening of the arteries.” The 
central section of the city, of 
course, represents the heart and 
the highways the arteries. The tre- 
mendous congestion of traffic at- 
tempting to reach the heart, he 
said, was causing the sickness. 

I wonder? If the heart is beating 
so slowly, what causes the tremen- 
dous traffic? 

Haven’t we always had neigh- 
borhood shopping centers? Be- 
cause our big loop department 
stores establish branches in the 
outlying districts or suburbs, does 
that mean that State St. is losing 
its dominant position? Or does it 
merely suggest that State St. has 
been so profitable that its leaders 
can reach out for a slice of the 
neighborhood market as well? 

I don’t pretend to know. I am 
just asking. 


—Robert P. Vanderpool, financial col- 
umnist, Chicago Sun-Times. 


Advertising Age, March 30, 1953 


Rough Proofs 


Baltimore was put on the base- 
ball map half a century or so ago 
by Muggsy McGraw and his Or- 
ioles, and later by Babe Ruth. Bill 
Veeck’s timing must have been 
wrong. 


The new National League entry 
in Milwaukee is to be called the 
Braves, but it’s the customary 8 
to 5 they will end up as the Brew- 
ers. 


Bill Ziff, who has been named 
adviser to the Senate judiciary 
committee, will study laws that 
are “self-contradictory, antiquated 
and obscure.” 

Sounds like a life-time job. 


An ad in AA, which carried 
neither signature nor address, 
closed with an urgent appeal to 
readers to “write today!” 

Not with postal service the way 
it is. 


e 
Clyde Bedell objects to the habit 
of retailers. illustrating their 


“sweeping out sales” with brooms. 
Why don’t they at least use vac- 
uum cleaners? 


It turns out that while that in- 
effable word “ineffable” is not 
familiar to admen, it’s been in the 
vocabulary of poets and hymn 
writers right along. 


“The company will appreciate 
suggestions from its patrons con- 
cerning its service,” says Western 
Union. 

Okay—what ever happened to 
the singing messenger boy deliver- 
ing birthday greetings? 


Gladys the beautiful reception- 
ist says she sees South Dakota 
ranks first per farm in rye produc- 
tion, and she always thought the 
people who lived in the country 
were drys. 


An El Paso agency, waxing lyr- 
ical over the joys of life in the 
Sunny Southwest, offers a job and 
adds: “Earnings here are modest 
but adequate.” 

Before or after taxes? 


Jordan Phee says if you were to 
put a salesman’s presentation in 
print, it would be incoherent and 
phony. 

Better not tell that to the Sales 
Executives’ Club. 


“How white is white paper?”, 
inquires Ken Butler. 

He means is it blue white, pink 
white or merely white white. 


General Foods ads in four colors 
will promote Easter cake baking. 

Better let ’em know you’re com- 
ing. 


* 
Pabst Blue Ribbon boxing bouts 


|are now second on the Nielsen TV 


scoreboard only to “I Love Lucy.” 
Could it be said that marriage and 
mayhem are not too far apart? 


Copy Cus. 
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| ADVERT SING PAYS BETTER WITH 
| EXTKA POWER FROM THE 


Ses 


66 " a 
ae oe : g DELAWARE VALLEY, 
la U.S.A. 


THE GREATER PHILADELPHIA MARKET 


tie Today, the first four factors establish Delaware Valley as the market 


_ A billion doflars yearly 


ied 


you must not miss. Here 1% billion dollar industrial expansion brings 


Sat a : prosperity to 1% million families For tomorrow, the essential 


. ~é 
Pe MANUFACTURING = 
seg Delaware Valley. is World's 5c 


“5th Dimension’’—the Growth Factor— points the way to greater 


s 


oie Delaware Valley advertising results at even less cost. And to sell this 


wy 


whole great and growing Valley, new advertisers keep flocking to 


THE PHILADELPHIA INQUIRER month after month. 


Capacity and potential 


industry for dynamic expansion 


means steady employ- _ 

ment, fewer fluctuations —-- 

ai. . in labor force... always 
ep. sure market 


The Philadelphia Inquirer Fy 


Constructively Serving The World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. 
Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coost Representatives: 
FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Bivd., Los Angeles, Michigan 0259 
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Alemite * Div., Stewart Warner Torp. (cb:2 Concentrate) 


-Allstates Monument Company 
~ Aluminum Company of America (rrigation Pipe 
AP Parts Corp. (AP Muffler) _ 


] 


Archer-Daniels-Midland Comiptiny (Linseed oil) 

- Baker Brush Company, Inc. 

John Bean Div., Food Machinery and Chemical Corp. ; 
(Portable Irrigation Systems) © 


Block Drug Company, Inc. (Amm-i-dent Toothpaste 
with Chlorophyll) 


Boott site (Corduroy) _ 


Coast me Div. Quakér ‘Oars toi 
Cockshutt Farm Equipment Lt Ltd. 


Crown ‘Cork ‘Sperialty Cc 

Domar way: 

Ferro Corp. : 

Fleet of Manilow, Inc 

Glidden Company, The (Spred Gloss) 
- Guide Lamp Div., General es 
House of Schiller, Inc. 


anders, Frary & Clark: Wniversat Ce 


a Kendall Refining Company 


Midwest Mower Corp. 


Monroe Company, The 


Monsunto Chemical Com 


Nelson Company, a 


Redi-Bolt, Inc. . 3) aa 
Reynolds Metals ‘Comp 
Rhinehart Company. | 


Farquhar Company, <a B. a 
General Motors Acceptance Corp. 
Gerber Products Company : 
“Knox Gelatin Company, ong Chas. 8. 


_ Mansfield Tire & Rubber _enamaaens 


Musterole Company 
National Bellas Hees 


‘Nopco Chemical 
- Pome Pen Compery 


mington Arms & aianuaitied, 
-E. |. du Pont de Nemours & Co. 


olds Metals Company eee | 


A ‘‘hit’’ with readers and dealers! 
Circulation continues steady rise! 
2,565,000 now forecast for April! 
265,000 bonus over ad rate base! 


More color— attractive new type! 
Shorter, harder hitting articles! 
More farming help — regional reports! 
Greater “Country Living” section! 


@ Renewed Advertiser: Back after absence of 2 years or more 


es Bate % Me <8 ge BL ay er q - Otay fe Ps b. une ee te ee a ee on a ee eee oy rm i: ve We RE ae ve ease Peele ee Xo EY CY eile Re Seon) Ra coe eer ‘ing Ae * hace ee Pd ees a coe ee oo Sh eee nae 7 sy ares "so * » ro 
Sak Teed sige oie Meera rae eae SA Ss: eae a jcg sO ely tala: Sails ie ik Se rere a. a ie ie SE: Naa ae ey eciealy AETS o Mae ge ae Waite ater ne SOIR PR 6 eae ae ee een FY le eee Be vee ae and va ae eee se sa ani 
Bee lly J Raa " open ee ee yo ee os LRM OHS FA ver sept OS On aes tn Me a a. eee Sa eee eo eae hie age “ ee pee Se oe Rae en) 3 e a eR to Ek? ie a re Pig. maith jen’ Ses ee ert ; bree 
SEs sh ae pl a ke Beep yes ac SY Abst belies Re PEA ta AGN ae Ce ier kee ee BAW ca She, Sagem? SS beng a sah Fair GS arm Seis erate ais at aa es Skt See: Sara, ae ey Bomb ak Saar wp A ee ra Res sy fh EN it Go hy a phat a igh Ae ie pgm Si 
we Peak, eae ne ee BT ERT Bete | ee vi Deer gare Lk oy aay anne ee SA Edy i NR aes et ree Keath, OM RE We akira mete tae es ee Pg ay OO eee ut ame oe i Rae ae RS Bees 
eet Tee ee ee psa Sern She PS ake ih ice eel ea, | eae eat.” "a gaa : i ape ME GT Te" Sars ae Me os re ss ae a on pe Poa a ea ; Ee cae res 
ae « had ey TSN Bae rae a eg cre aay Mend or ach, 6 gages tance 2 aay . Oe a oes a = near” Peas oe ee eee 5 
pi ot aa aes ? Paras : 2a ellen # : Ls Gna os 2 Mae eS ae sere 7 a ae ee a ees Se amen, Seer pes ye: eee es eas em ee RS a he pee ee oe red Tk ko ee Seen eee ae =, a oe srl io pair ais 
3. a ‘ = cra ee. eee ee ges x a eee eee er ee oT PS hae gS Ys, ey 4 2a Ses oe ts = A Ze ae et ss : a3 eae ie ie he ree aoe cae eA aa i tye al : 
Pe + P ; 3 i : . ’ ‘ - ccna Tae ai - 
oa hee PALES CRED ME A 26 5 EE OEIC LEELA AIR DS R8 ak : EOOONIDIIE LARA tN APRA ERE UAE te is A LEA BAA at I Y IBROIE AP OCP AB A ARES PEEL BT rr — — ee ee ee . i 
oe . —————— —— : : 
PES ge ’ a ae 7 
Se ee 
Te eae 
aes 
a ' et ge es") % : Az Ets : a : 6 
a. Loa : y - 
+ tists, = © cia . aa eA of as 7 
a oBaek te : ‘ Sa ey : : : a : 
ae eae 4 ‘ ~ ie 
ie a : ‘ a 
oe ‘ae 2 . : fe ’ 
a an i i e : oe ; , 
i an . & . 2 
C- t 
- . 
RS = 
or : 
/ way 7 Pace Be po vate ray ih lad 
Seite * by eos Ore Mees ae ee eo 
ieee i ' eae Sapien: ork 
wyitnt ‘ ites ied ga RD sR “Sian ART rg 
Phe staat ue Cee SOL ayn ay 
ee : ee eae cee Oe 
, 
‘ 
‘ : 
; ‘ J 
Ba ay € 
See : : 
ee Kw ae : , a — 
cape ae welts a oe «PE a aes | ile ae 
ae ea a paeaere co a ae 
cae ee, — a . a, ih aaa 9 eee att ae eke ae eee 
Pare: ae _ proiler Vrowing zine. ee en SU ee ee 
eae a ‘ ae. ee eT ee 
Sia Misia beg Zein bo eae ae Say siti 
: fen NTR Sees, ee is Fe Ree ee foe i ied 
soe MoM) Sasa ee a a i AE a a De 
Beet Rein tt ae et, ot tees 
tee Seer ee ae oat A lel RR See oe 
ie se a a TET a Nr OR RO Cat 
ae hy, Scie ialahahe ee oe _ - : Beet at egies ese nat a ae 
has . : Fe ay te eT AOR MG Sg gk OO fg ee Lae tee fog ee 
aes » Oper Manuracturing Company = —— _ : ‘ete 
é - RDO ee i : De het hg . aa te ROBE, RADON ha ew . 
Ss ary: 3 Sas slev Div... Aveo Manu : (Cc SR ON meer: 
erie Fite sy 3 eg Sa We eget eee ate 8 
Sage ae ee. Pee. * ‘ 7 moa SNe ira eal 2 
ree . ee ee 2 Ac. sealants ry 
Sy ea ae “3 ae i) i ° axl. eral Zs pos 
ie . Ro eta Theta. FE > ee 
ren Wie ae it ela a, 
ows ee ‘ cc 
tees Te iy ae 
a a <n” 
; wes a i? a ae et See 5 
a een - Si i cas ee i 
at ‘ ae cee ae cia ote or : fe : See a Naa ¥ 
yas Uh te aah sia: chic cc «Maal mean 3 ce eal 
ea * Site < safc ga WR « & 
; ; 3} 
, ” 2 ff | { ‘ 
Set Baa * : : ra 
be aeons ‘ . 
es Rees Day eae see oe A eRe CPt hae Ge ane 
‘ Panga nT ee ‘ 
bast Bi oe = iecptchtied 2 bile ie itis oe = 
pel Bea ag Ee - s Berghe SS” | ee eee ea ei 
Bas se a ee Soe et Bat Pes F 
i Be p aaa eae or ee og G F Bo yaa Bee ce pase ee “ 
-. McCormick & Company, Inc. (Iron Glue)” ; 
ee sea Sg e's Ee A | a Lae a eames Ben) Rab Sniceih | Maerany 8 ae aN i 
oe ee oe ey. See + ral opened Rieter! abs a amare tS Fe ety ea 
tek ae ee aM LP IA 6 be 
Gieate ' ea ree Fe Ne Meese Se be a i cf na he Sr oc eae 
ae Be era ee Par SR ya DR eo taey ROE EAMG Sain tee poi eate aaa ite aR Re Oaeepe™ . 
nee oe eres ea EO aaa cacy SS a cae a Read Ny a OS ot RSI Oe ag re 
oe Wee se ae oS ae eee Seer: a ae Eee oe pies 
ag ‘ 4 «ao Si ee Ia ts Sa i Rees Es : 
ny ee 2 Sea i: 2 cael Sena fer 
gies: : ore ' ny aes Pipe st A Rs eer he evr te t een Ade 
< x .% lees J ate. ; agama ey ss + hi 
baht Mgnt Oe ca) GOs Wr leedinee earners pike gt i Because ater 
Ree ty & A sect amet fe si i eee Ween ee ae ie 
; are tert Se ois ieee ee tae eet ec Mges eet Fal Sic 
Be vest Te Se ae = icatio Bicep A aed sie Pee Lae ee Ra eee 
sary TE eo a a a D Ee er Re ee ae ck eee ge eee 
| ee a eee Peatulc aig Sate Meee les eee or pds omy am 
ese 72 alin Shae anes eae gs ae Spe ee os 3 Sener? oS Sea, ea es 
ea Oc ene 2 Peg : Eee tema 1 einen BNE ee 
Rear cr ieee ek a apa ora eee Ryle = 
Vesta CLT ee VES rn aes al ph gah ‘A i 
OSE ies Dae aarti, canis ss n ag SR SE ma Rea a 
Shee SSS ree ae a ‘ Laat ars Sed pate ts ee UB 7 a ead y 
f F ee é Ah 5 oS ae aa 2a eee ee ene Se 
2 ‘ ; i ae re a Saat ae ater TF 4 5 2 = Sy bee ee cen ce ee 2 
Se fiom Pa FON ay SP Lee Miter ese Tr, ee eek ek he ‘ gr aneere Sar < Be eS 
hii . ae Sy een ae? Pe A le a Gi ee tes : at oie ae osha 
: : : a ’ e Sache Soe ; . 
’ , waa ‘ : Sk : 
“mm Company, 6a. ts . . 
Reet 8 ee pa y, bd e 7 wR aN eR ARE Cc RSE ec - 
ise a bated, . Flee theca a Gun Tt tt ee aes 
= eae i SURLY 5 ae - ad OR CE! reat Semone SS ‘ 
eee ss Speed Queen Corp. (Automatic Ree ae ee 
PE Uaaiea! peas Ss us 2 bie : AT AIS Caterer sep hea 
be % Hake Seid “ ‘ a re ! Poghc agi" s me epee eee he 
== ee Div. Gillette Safety Razor Company tS 
res Font Company, Div. Gi ette ety Razor eee ae 
tae Siena cee . dea aes 2 
‘vs eo White Rain Sh « Ea once 
aes eres eee ee ite Rain Shampoo j RS ae pee eee 
rape oe fo hoat Saeed ; PO Se Ca et re Oe tas aac 
boy vd Wie etd Set site ited States Rubber Company > ch PE ee aaa pc or eee 234 i 
pe aS ae (URE ei Gena. FR meRRIR nt crareayt Sorter” Scud 1 ; Shah ky ae Seen 6 : 
ey al: Te, 2 oe i ss i fan A so ¥ hee ee OMT 
red : eae So ae . . ee aisle Le rips Fifi came LS. 
ce PES Ry fo ae : if oyton roam Cushionin ak en i Scss Gear Ue ol i ee amen T= 
emt pie a a ‘ , a ig in Wer he pe epee si i a 3 
Seay taal es ees A ees po eS mR rae ini TS SUR pibin TR 2 on 
Svan ag Te eee Rees Vitm : : Rea TE i Eh Lan caer ag AR ena nae : 
i, SHR ae ea eal he! Poa < $ Peer te Se eee Coa Fr pale Pr iabingy ma Ce 5 
ae ~ A ae Ge ee ora ompany Thea? eae ren ee oe Te NS coe te teres * 
KELP a y TT Pee ‘ . rs Pe ine os SN i. bot Peete ns Pann ba lent Raat ech asy 
fn Be ih ie Rene dae a . rane mn 5 SUN ane ee a 2 ia ee Hee te iy ts 
9 _. Wayne Home Equipment Company © eae Na rates 
Fah oe a ate : aD, a 1 a ane ga BE A rey 
. Wyeth, Inc. (Tribi ntment) oe a 
dais ek 5 - * ee i ee — ne 
fi e , ee ~ * ~ . aS . 3 gists aes fan: e 
\ a ee ‘ ea i £ 
‘ 2 . Mime ic: Rai af Maal - 2 “. ; % 
i sealers age iade Sieg hoe AE. oe ao : Pre | esas Oe eg oon Lae : : 
aD ke =f re’ his Man rele boas eee 7 r eb. he i r 
Pinte pte eat a i. : . 4 ‘ A aren aie hae 
ast a Loe | aie gala md SRY ike Poser ‘> J of a ie : rs a 
a a SSRN Oe NEE a : * Base es 5 obese 2 
, : Ne aa : ae eM es eae BB eons NS aa : 
jee :. Pat - fo gla ot ee a es eee os Ae Dl i v 
7 Suen = sit ’ . < , OS ae eats, r - Peerage eer ae «'t aa cs : 
: 8B (To d Toweling) fy 
2 Boot Mills (Towels and Toweling) _— ; 
: SS ee : * : eis Cae ae ae : Fi ke ae 
beers. q we si Gas pe - ig 3 jemi sete 
ae q a is 5 (Scrim amenities ae pein bs UF + ag el * CS ara 
ee, : : gee a. SS ieee a ee TN Stare ate OE, AP ee Ce OS mates a 2 a ee 
- + <i ee pee i gh ae . ¥ 5 A ase epee fk 
q Bh sore beh Mee em . oe xe es 
k eo ; em eestor tary eer * OE eae aS ean Cue ce ae eae ar een 
ay eas i 2 a ee Pome ikem SE ant " : par é 
ap Manik amare is eee Sg ce ane a Feet 4 Bele rark Bh lacs 
Sry eS See ere = Mig Rk, eae action 
i 4 Me Oe GS ah eae Rabe Van ra ik eee 
eis i Sore ee ae 22 Ure ee Re ee Gy . 
ms ar Pia ee eens an aides sO ee 
NN ale i ‘ eS oye s “ 
mee ; F 
ela: 
i mee 
; 
> 1 ie 
; : ae 
i i ; 
. . i 
: Ae A 
| : iy a 
a * ae aed ee feper rontaks ; 
i aaa ee rp natted oie te Be aes wat 
: aed Sa EL = FVLP Sarat Awe ST Ta Cie fag 2 
rs) ahaa we Ase ae | : J 7 ; a Apes? 2 PP ies = + is ee ie 
at SiS ete: ° : " ne ee : it ee as By ol 
Bas - United Motors Service, General Motors © ve ; 
; : 7 = tk eae Pah eta ce aes : ‘ { ‘ 
eet 
ay tae 
oy a > “é . 3 ‘ z » : 
ts ‘ : * ‘ i oe a : X > ‘; ye cs a BN ‘ ay - = ‘aaa ‘ . : = 2 
TF ee oy w F a 5 i Te r as 7 3 . as cs ee nq > % . 2 ’ § Sekt a 
Be hs LIAS om We ak OEY OP VEO RE re BNR De RE Ce NNE at pet & RN a BV NE gk OR PROG e aia. Ee Rad, Ties Adee take AVP AR ing (No aPC geet ipo $2 ann at MER A Oa. cp fait Sea EN nO oe Ie RAD Oe aE ee AH pay ti oo, eon a PS ey : Se See, 
Age gk vie poe arta | eects MIELE Die A/G Dae ta REE ER SNOT NNO ATIF NO PONE OS oT ess RED Seg CURIS UY 20 ORR Ny TE TOD Pre IM 1 SR GPUS Toeys Fe tea, FS oh ne ae a RO genes et MPA oes ing \ alti VW) Gleaner tne Arerarec Sk gen ane Bice ee’ 


New and Renewed Ailvertisers 
Hitch to the Power 
Of the New Country Gentleman 


These new and renewed accounts join 380 regular display 
advertisers in the first three issues of the 

greater Country Gentleman. It is setting a hot new pace 

in service to the better farming, better living 

families throughout Rural America. Advertisers keep coming in— 
and coming back—to enjoy its increased selling power! 
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Westerhold to Hinde & Dauch | Lewal Names Steinert S.M. 


William F. Westerhold, formerly| Thor W. Steinert, formerly sen- 
an account executive with Nelson ior assistant buyer in the house- 
B. Moore & Associates, Cleveland wares department of R. H. Macy 
public relations consultant, has| & Co., New York, has been named 
been appointed public relations di- | assistant general ‘sales manager by 
rector for Hinde & Dauch Paper Lewal Industries, New York, for 
Co., Sandusky, O. its Instant-Dip silver cleaner. 


| a eben, 


The QUAD.-CITIES are so closely 
integrated that the U.S. Census 
considers them as ONE metropolitan 
area of nearly 1/4 million people. 


“5 tue oo” 


| tendency among car owners to be- 
| lieve the advertising of the maker 


‘motion claims of the cars they. 


* 
‘Auto Ad Claims 
. s 
Disbelieved by owned, while 11.8% did not and 
| 10.3% were dubious. Most of those 
Many p e ople epee own automobiles. 


\@ Robert Collins, who directs the 
NEw York, March 24—The auto- new C-Factoring measurement 
mobile industry is misusing a lot service for Pulse, pointed out that 
of advertising dollars if the credi- “ownership begets belief in the 
bility findings of Pulse Inc. in a advertising of the make owned— 
21-city study released last week | even in the case of such a casual 
give an accurate picture of the sit- purchase as a package of cigarets.” 
uation. | He recalled an earlier Pulse 

Pulse, which interviewed 3,103 study which showed that four out 


get their reactions to car claims, aret advertising, but three out of 
found more disbelievers and five of them do believe the claims 
doubters (61.4%) than believers of the brand they smoke. 

(38.6%). Raw data were obtained “This consumer attitude should 
in November by the company’s not be confused with ‘loyalty’,” 
regular staff of radio-TV program Mr. Collins suggested. “And pres- 
rating interviewers. Sixteen makes ent satisfaction should not be in- 
of automobiles were covered in the terpreted as obscure psychological 


study. justification of choice. For numer- 


However, there was a strong ous reasons, the owners of fine 


IN WASHINGTON, D 


ipliley 


Circulation by itself is not the Key... 
look to advertising importance! 


What determines importance among 
Washington newspapers is the ability 
each has demonstrated to sell merchan- 
dise! 

Here’s how Washington Grocers sell 
through newspaper advertising— 


RETAIL GROCERY ADVERTISING 
LINAGE—1952 


Post 
1,497,740 


Star Times-Herald 
1,723,311 733,787 


Source: Media Records, excluding 
Sunday Supplements 


And The Washington Post leads the 


Circulation GROWTH is an important 
factor in advertising importance. . . 


THE POST HAS THE 
ONLY TOTAL DAILY 
CIRCULATION GAIN 
IN WASHINGTON! 


among standard size newspapers — 


STAR DOWN 
TIMES-HERALD DOWN......8,851 


Source: ABC Publishers’ Statements, 
9/30/52 — 9/30/51 


To make SALES SENSE in Wash- 
ington, you must et&luate all the 
advertising performance factors. For 
SALES RESULTS . . . you need The 
Washington Post. 
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cf the brand they owned. Some| chase. [But] if the average car 
77.9% of them had faith in the pro-| purchaser buys what he considers 


men and women in November to of five smokers do not believe cig-| ca 


— wee ae 
Sn a 
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quality small cars tend to trade 
themselves up on the next pur- 


to be a ‘lemon,’ he is not backward 
about expressing that opinion.” 


aA hint that understatement 
might go a long way toward selling 
present car owners new models 
with the same brand name was 
embodied in this advice: 

“If the performance of the car 
exceeds the promise of the adver- 
tising, the owner is happy and en- 
joys studying the advertising, but 
if the promise of the advertising 
exceeds the performance of the 
r...he is adversely affected by 
successive and repetitive adver- 
tising impressions made by any 
and all media.” 

Hence, the advertiser not only 
must worry about selling new cus- 
tomers, he also must try to “please 
a hindsight that is more critical 
than foresight.” 


s Pulse gets the consumer reaction 
to advertising by showing him a 
Mimeograph sheet of a paragraph 
of each brand’s ad claims. Mr. Col- 
lins selects the slogans which he 
considers most typical of the com- 
pany’s advertising approach. For 
example: 

“Chevrolet matches America’s 
costliest cars with this lowest 
priced line in its field. Enjoy com- 
plete motoring satisfaction and 
save money too by choosing one of 
the beautiful new Chevrolets. 
Looks like a big car and it is a big 
car. The only fine cars priced so 
low. More people buy Chevrolets 
than any other car!” 

And for Ford: “It handles you 
with care! You don’t have to ‘baby’ 
a Ford—it ‘babies’ you. The auto- 
matic ride control, for example, 
has a wonderful way of getting 
rid of bumps before they get to 
you—and you'll find that’s the best 
comfort news in years, ‘Test drive’ 
a Ford today—ablest car on the 
American road!” 


s The claims of the 16 brands were 
shown to the interviewees in clus- 
ters, after which they were asked 
whether they believed, didn’t be- 
lieve or were uncertain about the 
advertising of each of the automo- 
biles. 

Belief was very high for Chevro- 
let advertising among Chevrolet 
drivers, Pontiac among Pontiac 
drivers and so on down the line, 
in most cases. Two brands which 
fared less well among their own 
owners were Mercury—22.2% dis- 
belief—and Hudson—21.1% disbe- 
lief. 

Most contented of all were Pon- 
tiac owners, 92.5% of whom be- 
lieve what the Pontiac admen have 


'to say about the car. 


Coast Firm Names Edwards 


Pacific Coast Products, Los An- 
geles manufacturer of automotive 
accessories, has appointed Edwards 
Agency, Los Angeles, to handle ad- 
vertising. Lee Blefield, formerly 
art director for Rex Advertising, 
Detroit, and Gloria Tevis have 
joined the agency. 


Dan River Names Weisfeld 


Jack Weisfeld has been ap- 
pointed sales manager of Dan 


'River International Corp., wholly 


‘owned subsidiary of Dan River 
| Mills, New York. Mr. Weisfeld will 
| make his headquarters in the com- 


pany’s New York sales office. 


Henderson Joins Scott 


Welch Henderson, formerly as- 
sistant advertising and merchan- 
dising manager for Safeway Stores, 
has been named an account ex- 
ecutive for Peter T. Scott Asso- 
ciates, Kansas City. He succeeds 
Curtis Bowles, who has resigned. 


New Ad Trade Show Set 


3 ree nA Ty a 


The Washington Post 


Represented by Sawyer, Ferguson, Walker 
Company * The Hal Winter Co. (Miami 
Beach) * Metropolitan Sunday Newspapers 


paper with the biggest circulation fig- 
ures in Total General . . . Total Retail 
... and Total Advertising linage! 


A new semi-annual advertising 
trade exposition, the Advertising 
Essentials Show, will have its 1953 
opening in New York at the Hotel 
Biltmore, June 9-10. 


Ny 


Sy ees eh SORE tA 7 tac ay Ae cS a ea hese aaa TUT as iia oi Se ine ee, 4 pa PS fate gi 5 cere iS eae kaa oe Se a RN 7s Fi caty mh Poni See Ll tee a dei ay he RS Bee Ray. a Pe ot A en RN Goa Kg dog Hh MD Fog oc Pe et a 
a oe. Le a a ek ae ty % a Lae ears eeoat 8 wane: Rae 2S te anes Dee wig AA 1 rages Berek. bie ear etre | 3 Wagers «3 5 > es eae Al = s eo Re ome ‘ + Sheet Sa See age bs Feet: 
Ch 1 ag eed ts ee - : TOT as Pees US ay eee tie oi a glad eae rt eS Megat 0s | s.r) mene mE ers ooo Th Sy" Tas : es ; er he See sgt ie Sa a eae > ce aes Reise i rae nc e's eae Cp iy 
Ss Shae z Ma oS rs ons IEEE eg! eo 2 Re Naa teen tia . TA Sh OR RR 7 i mS <a ee cae ee noe ae = tf are 
aos isk Re a de Seas Avice. os aia, ee ee a rs , , ae me : Sg eee Se ees <a ee pe 
" a epee Fy ‘. Pee Ee eee me Syn ne pe ae PE ale tie 2 Ratt. Caw ah eR Mi 2 Sg Cry or ee eth ely ahae” ; er me gp a a ee a ee See me 
ot 
BRAC 
ani 
conaejpinnsnstahtnnininaneniiatiithninisaenmmmasiiiniianinninneiniiatgiiieiminiimntipminmemenE 
a | 
t : 
| 
a v i 
ie | 
7 A - x 
a y rows fe | i 
ee . : ; . . Xe 
xe Wes ok Sl 
: . rm A an ue 5 
omy = , ny ee bd 
ee — TELCO BUILDING, 2OCK ISLAND, ILLINOIS b. ia 
augue “> Represented by Avery-Knodel, lac, | 
ik 
ey | 
: gt LLL LL LLL CE ttt 
sy 
ce | ! 
Bynes | 
ne 
petty | \\ \ 
me as we eg ‘ | 
cts . ‘> ao 
\ \ 
| ! 
> | 
fron ates : ’ / } 
ig 2 , va { 
: / reek r | 
4 i 
Se pie y 4 | 
( , \ \ 
ides ‘ —— \-____________ \ ; 
siti ae = é | 
ea Y ——— . Per 
4 i >. - 
: io —_—S 
| WN & | 
bet 
eae ’ . 4 ¥ Pi | 
wa : . : és | 
iy 3. \ 
; : ‘}) . | 
Pai Sg i | | 
Oa ; © 7 e ’) ] 
mows | ‘ 
ec v 4) | 
a Vo : | 
| 
er } 
Kx 
cae »§ DR 
rs | 
seehe 
rib 
whee es | 
te Mel i 
vie a i 
ee | 
es A 
ee 
| Y 
| 
cs a 
nee pale Stes | 
“i 2 ie : 3 of “3 3 ae 
a £ be es 4 
Bhi — | POST UP... 5,611 , 
; Nee e re, 
eet ; 5 ae ae 
; Slo Don ee 
: he ¢ : * 
= — ee a 
4 ——_______— ee 
. i ee ae | ae 
s eat 
4 hae ape B te a hs ‘i ‘ a he se LAt a : i 4 $ P - ‘ ee ae 2 é 


| 


True Story Women’s Group Challenges You... 


Knock On ¢'ty Door 


in a wace earner neighborhood 


mt. 


4 petit revSHUCCTHUTUTIITT | 


Chances are 1 to 3 you'll find a family whose income is at 


least $5,000 


That's natural. Actually, wage earners today represent over half of all 
families having incomes of $5,000 or more. They have two thirds of all 
“loose money”. And they're spending it, too. Big!* 


| Chances are 1 to 3 you'll find at least one reader of a great 
| True Story Women’s Group magazine 


That’s natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story, every article, every feature in True Story Women’s 
Group magazines is edited for wage earners —cateting to their tastes, 
their needs, their judgment of what makes good reading. 


CIRCULATION ye faeay Byoikyel 
E L AS Hi! AMERICA’S NEW BUYING POWER 


ANOTHER mena If it’s wage earners you want, turn to 
IN NEWSSTAND 


— 1a ge * (~@ 
4449044 \ TRUE STORY Honert cous 
a «publisher's Estimate the market place of wage earner America! 


MACFADDEN PUBLICATIONS * 205 EAST 42 STREET * NEW YORK, NEW YORK © OFFICES: CHICAGO, SAN FRANCISCO . 
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Mu YOU MIGHT STRIKE OUT 20BATTERS 
BIN ONE GAME*— 


aay 


Mew York * Chicago © Detroit ¢ Los Angeles 


Elks Magazine 
added 


MORE LINAGE 


in 1952 over 1951 
than any of the 11 other 


manager for all Trend publications. | 
LEADI NG MONTH LY | Three Join N. W. Ayer & Son 


in the 


fraternal, outdoor 


and 
general groups 


MAGAZINE 


Hot Rod Magazine to Bow: 
‘Trend Inc. Appoints Two 


Trend Inc., Los Angeles, will 
launch a monthly pocket-size mag- | 
azine called Honk!, for hot rodders | 
and custom car fans in the 16 to 
(20-year-old age group. Scheduled 
to hit the newsstands April 3, the 
‘magazine will sell for 25¢. Initial 
' printing will be 250,000 copies. 
| The publisher has appointed Ben | 
'B. LaMaster, formerly with Hughes 
| Aircraft, advertising manager of 
|Honk! Thomas W. Holloway, for-. 
/merly advertising manager a 
| Sea and Pacific Motor Boat, a Mil- 
ler Freeman publication, Los An-| 
| geles, has been named advertising | 


N. W. Ayer & Son has added three 
members to its staff. They are) 
Ruth Embury, formerly with J. M. | 
Mathes Inc., New York, copywrit- | 
/er in the New York office’s radio- 
television department; James H. 
| Whitcomb, previously with Life’s 
/merchandising program staff, to 
\the plans-merchandising depart- 
ment in Philadelphia, and Robert 
Rowen, formerly in the research 
department of William H. Wein- 
traub & Co., New York, to the copy 
research bureau in Philadelphia. 


Hooker Promotes Two 
| R. Wolcott Hooker, v.p. in charge | 
of sales for Hooker Electrochemi- | 
cal Co., Niagara Falls, N. Y., has) 
| been elected to the new post of | 
'executive v.p. Robert E. Wilkin, | 
|general sales manager, has been | 


‘elected v.p. and general sales man- 


ager. 


Mackay Names Harkonen 

Paul Harkonen has been ap-| 
‘pointed an account executive with | 
| Wallace Mackay Co., Seattle. He} 
|formerly was with O’Grady-An- | 


'dersen-Gray, Chicago. 


BUT... 


YOU NEED THE 
FETZER STATIONS 

TO WIN IN 
WESTERN MICHIGAN! 


WKZO.-TY ia television, WKZO-WJEF in radio 
—that’s the record-scoring line-up for winning 
the Western Michigan market. 


TELEVISION 


WKZO.-TV is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids—America’s 
25th television market! WKZO-TY’s brilliant 
Channel 3 picture is received perfectly by more 
than a qu rter million TV sets in 28 Western 
Michigan and Northern Indiana counties. And 
here’s the payoff: The December 1952 Videodex 
Report shows that WKZO-TY gets a far greater 
share of audience than Western Michigan’s other 


| 
| 


television station—86.9% more afternoon view- 
ers, 129.3% more evening viewers! 


RADIO | 


WKZO, Kalamazoo, and WJEF, Grand Rapids, 
cost only 92.9% as much as the next-best two- 
station combination in these two cities, yet de- 
liver 62.6% more city listeners! February-March, 
1952 Hoopers credit WJEF with 15.4% more 
listeners than the next station, for Total Rated 
Time Periods. And the February, 1952 Pulse 
credits WKZO with as many or more listeners— 
morning, noon and night—as all other stations 
combined! It will pay you to get all the Fetzer 
facts. Write direct or ask Avery-Knodel. 


*Maury McDermott of the Louisville Colonels set this American Association record in a 1949 game 


with St. Paul. 


WKZO.-TV | 


Top4 im WESTERN MICHIGAN 4,04 KALAMAZOO 


(CBS RADIO) 


ALt THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


* 
ano NORTHERN INDIANA 


ano GREATER 
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Getting Personal 


Ed J. Mittelstadt, art director of Botsford, Constantine & Gardner, 
Portland, Ore., is in Los Angeles to supervise the photography for na- 
tional sweater advertisements for the Jantzen Knitting Mills. He 
will also make a survey of TV commercial-producing studios in the 
Los Angeles area for the agency’s clients. . . 

The Joseph R. Gerber Advertising Agency of Portland, Ore., ob- 
served its 43rd anniversary March 10 with an annual meeting and 
banquet for the entire staff. Joseph R. Gerber, agency head, gave 
recognition to long-time partners and employes. Included were 
Charles H. Devlin, partner more than 25 years; Dean Pollock, copy 
chief for more than 15 years and partner for the past five; William 
D. MacGibbon, account representative; Jack M. Lockie, production 
chief; Francis D. Wieden, radio and TV director, and Vernor M. 
Schenck II, publicity director. . . 

Walter Rubens, WIND’s promotion manager, and his wife Nancy 
are parents of a daughter they’ve named Kathleen Ann, born on St. 
Patrick’s Day at Michael Reese Hospital, Chicago. . . 

T. V. Brantly, v.p. in charge of sales at Crowell-Collier Publish- 
ing Co., an aviation enthusiast, had his appetite whetted by a recent 
helicopter-commuting story in Collier’s. He had his first ride shortly 
afterward—with Claude D. Adams, ad and p.r. director of Doman 
Helicopters Inc... 


ARRIVALS—Two advertising couples arrive in Honolulu. At left are Mr. and Mrs. 

Ralph Applegate and at right, Mr. and Mrs. John McQuigg. Mr. Applegate, head of 

the Muncie, Ind., agency bearing his name, and his wife are spending a month in 

the islands. Mr. McQuigg, v.p. of Lennen & Newell in Detroit, and Mrs. McQuigg are 
on a 12-day vacation. 


Directors of Valdosta Press Inc. gave a dinner on March 6 in ob- 
servance of the 90th birthday of E. L. Turner, publisher and general 
manager of the Daily Times, Valdosta, Ga. Mr. Turner joined the 
Times as a printer in 1889—67 years ago—and became publisher 
and business manager in 1898... 

Charles Shaw, news director of the WCAU stations in Philadel- 
phia, decided to make all of his news writers semi-expert weather- 
men. He has arranged to send all of them to the Philadelphia weath- 
er bureau for instruction so they will know how to write weather 
forecasts and reports. They will all get “Magna Cum Cloude” 
degrees... 

Clark Howell, publisher of the Atlanta Constitution, is general 
chairman of the $500,000 drive which the Cathedral of St. Philip 
is launching to build a Hall of Bishops... 

Seven radio, television and advertising men will make up the 1953 
special events committee of the Los Angeles Community Chest. 
Chairman of the committee is Bud Coulson, Don Lee Broadcasting 
System. Members are: Robert Pelgram, KNBH; Art Goff, Pacific 
Outdoor Advertising; Jim Eddy, J. Walter Thompson Co.; Ed Mc- 
Neilly, The Caples Co.; Ed Thompson, Thompson-McDonald; Jack 
Hennessy, West-Marquis Inc... 

The 25th anniversary of the association of Milton C. “Blackie” 
Blackwood with Esquire was celebrated in New York recently at a 
party given by John Smart, president. Mr. Blackwood is the maga- 
zine’s New England manager. . . 

Harry Singer of Geyer Advertising, New York, rounded up 44 
members for a newly formed Advertising Sportsmen’s Club, which 
held its first meeting recently. . . 

Larry Selz, president of Larry Selz Organization, public relations, 
has been appointed chairman of the public relations committee of 
the board of directors of Chicago’s famed Michael Reese Hospital 
and Medical Center... John F. Hunt, v.p. at Foote, Cone & Belding, 
Chicago, has been vacationing with his missus at the Balmoral Club, 
Nassau... 

A silver tray was presented to Frank Goldberg, governing director 
of Goldberg Advertising, Sydney, Australia, on his retirement from 
the Australian Advertising Council after 11 years of service. Mr. 
Goldberg, a frequent U. S. visitor, was a founding member of the 
council. He retired because of business pressure, but has offered to 
continue in an advisory capacity. .. 

Betty Lancaster, advertising manager of Agency Lithograph Co., 
Portland, Ore., was married to James Sechser of Point of Purchase 
Posters on Feb. 13... 

New York publishing consultant Bert Garmise, his wife and 
daughter Claire took a couple of weeks off, earlier this month, 
for a two-week cruise to the West Indies and South America... 

Cowles Magazines circulation manager, Abner Sideman, has 
married Belle Becker...The Eisenhower Club of Westport, Conn., 
has cited advertising man John Orr Young for his pioneering ef- 
forts in the Eisenhower cause...The New York chapter of the Na- 
tional Secretaries’ Assn. named Mervin B. Cooksey, district sales 
manager of Brown & Bigelow, as its “Boss of the Year.”. . 

“Yes My Darling Daughter,” McCall’s new booklet on the fash- 
ion facts of life, is based entirely on a conversation ad director 
Bill Carr had with tiis daughter Beverly... 
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@ We closed our February issue 
with an all-time record in the 
farm magazine field—the highest 
gross advertising revenue in our 
75 year history. 


@ The March issue exceeds 
February —April beat both 
February and March. 


@ Three million dollar issues— 
three all-time records in a row! 


Arar, Lillian, 


PUBLISHER 


fe Farmdournal @f 


Washington Square, Phila. 5, Pa. 
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ELECTRO-MATIC Engraving Company, Inc. * 10 West Kinzie Street * DElaware 7-1277 Gardenia Flowers to Bliss 


Gardenia Flowers Inc., New 


To York, artificial corsage manufac- 
ADVERTISING turer, has appointed Ben B. Bliss 
AGENCIES /Co., New York, to direct its ad- 


'vertising. Following a test cam- 
| paign in newspapers in 13 markets, 
‘additional newspapers and some 
consumer magazines will be added 
to the schedule. Consideration is 
being given a Mother’s Day pro- 
motion. Gardenia Flowers is a 
new advertiser. 


You'll give this handy gadget a choice spot in your top Norris Joins G. Ww. Parker Co. 

drawer—use it every day! Gives you not only the full gray John G. Norris, formerly with 
scale, but also the corresponding tone values in standard Kenyon & Eckhardt, has joined the 
red, yellow and blue. Write us todey and get yours. industrial — ee 
P.$. We're pretty sure we can top the photo-engraving COMpany of Graham W. f arker, 
results you're now getting — especially on color process New York. Mr. Norris, who will 


k. Th 1 ’ 'work out of the company’s Paris 
i ee ee eee and Brussels offices, will direct 


reorganization of several European 
and African companies. 


Robie Picks Central Agency 


Robie Studio, Needham, Mass., 
house marker manufacturer, has 
appointed Central Advertising 


weLEC’TRO MATIC 
Hl Wing Shee Te. seegt avert Service. Boston, to handle its ad- 
ot vertising. Mail order and shelter 


MEMBER CHICAGO PHOTO-ENGRAVERS ASSOCIATION magazines will be used. 


Only farm magazine in the Rural Southwest which is 


Lili Sopanaidly for, Celahome! 
Lina Stpanattly pet leyaa/ 


Separate editing pin-points specific problems which face farmers and ranchers in 
this Southwest area. In Oklahoma, more than one-third of the editorial content 
is written especially for Oklahomans. Likewise, Texans find over one-third of 
their Farmer-Stockman written especially for them! 


This is why each issue of the Farmer-Stockman is read just as eagerly as you 
read your home-town paper! And, one of many reasons why the Farmer- 
Stockman is your best advertising buy when selling this rich, Southwest market! 


401,000 SUBSCRIBER FAMILIES 


| me Missouri .......... 5,119 
Oklahoma ... 121,818 New Mexico .. 2,746 
Kansas ... 24,510 Other States . os 0,099 
PN sc crck cc cenceosciiecs . TOTAL ........401,318 


the Farmer-Stockman — 
DRE" 5 | i 
COMPLETELY NEW'S3 FORMAT — 

’ GIVES ADVERTISERS 


SUCH ADVANTAGES AS: 


STANDARD PAGE SIZE 
LOWER PAGE RATE 
LOWER 4 COLOR RATES 

” HIGH READERSHIP 


¥ 4 a * 


Beg eT 


OKLAHOMA CITY, 
Serving the Rural Southwest for 42 Years 


OKLAHOMA @ DALLAS, TEXAS 


‘half-hour radio programs, 


Advertising Age, March 30, 1953 


Mrs. Hobby Says 
TV Won't Hinder 
Newspaper Growth 


Cuicaco, March 24—Mrs. Oveta 


,Culp Hobby, Federal Security Ad- 


ministrator, who has long been 
famous in the newspaper world as 
co-publisher of the Houston Post, 
told the Economic Club of Chicago 
at its dinner in the grand ballroom 
of the Conrad Hilton Hotel last 
night that newspapers will con- 
tinue to survive and grow in spite 
of television. 

She reminded her listeners that 
radio was thought to be a threat 
to newspapers 25 years ago, but 
that since then the daily press has 
advanced to new highs in circula- 
tion and advertising. She pointed 
to the unique services available 
to newspaper readers, and ex- 
plained the reduction in their num- 
ber as due to economic conditions, 
including the terrifically high price 
of newsprint, which have brought 
about mergers and in some cases 
the demise of publications. 


# In a question-and-answer peri- 
od, she said that newspapers are 
not influenced in their editorial 
policies by advertisers, and that 
she has-never known of a daily 
paper which has complained that 
advertisers have tried to put pres- 
sure on its editorial department. 

The talk by Mrs. Hobby was one 
in a series on “Communications” 
which the Economic Club has con- 
ducted this season. 


‘New Yorker’ ‘52 Ad 
Pages Top ‘51 Figure 


The New Yorker had a gross 
revenue from sales of advertising 
of $7,212,097 last year, represent- 
ing a total of 3,917 pages. This was 
$870,497 and 300 pages better than 
in 1951. 

Net profit for the magazine from 
all operations was $581,946. 


Organize New Agency 


James N. Cargill, who organized 
Cargill & Co., Richmond, in 1950, 
and Robert A. Wilson, account ex- 
ecutive and director of public re- 
lations of the agency since 1952, 
have organized Cargill & Wilson, 
Richmond. The new company will 
serve accounts in Richmond, Wil- 
liamsburg, Alexandria, Portsmouth 
and Norfolk. 


Kellogg Promotes Three 


Kellogg Co., Battle Creek, Mich., 
has promoted three to the new 
posts of assistants to the general 
sales manager. C. A. Thonabene, 
J. E. Lonning and J. F. Hurley 
will have responsibility for sales 
programs and promotions on spe- 
cific products. 


Coleman Forms PR Firm 


Robert S. Coleman, formerly 
with the public relations depart- 
ment of Doremus & Co., New York, 
as account executive, has formed 
his own public relations and ad- 
vertising consultant office, in as- 
sociation with John P. Broderick, 
a former v.p. and a director of Dor- 
emus, at 52 Broadway, New York. 


Snaider Names Gibraltar 


Snaider Television Corp., Brook- 
lyn, TV projector manufacturer, 
has named Gibraltar Advertising, 
New York, its agency. Initial ad- 
vertising will be limited to busi- 
ness publications, Snaider was a 
direct advertiser. 


Canada Publicizes Parks 


“Here's a Holiday,” a series of 
will 
publicize Canada’s 11 national 
parks and 14 national historic 
parks for the Department of Re- 
sources & Development. Cockfield, 
Brown & Co., Montreal agency, is 
producing the programs. 


ABC Appoints Briller 


Bert Briller, previously radio- 
TV reporter and critic for Variety, 
has joined American Broadcasting 
Co., New York, as copy chief of 
the sales development department. 


_——————— 
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The greatest testimonial 


ever given to any newspaper! fi 


$55,500,000 $14,000,000 
58.6% 14.8% 
Chicago Tribune Chicago Paper B 


placed in each Chicago newspaper 


Total advertising expenditure 


YEAR 1952 


$13,300,000 $11,900,000 
14.0% 12.6% 
Chicago Paper C Chicago Paper D 


Advertisers last year invested over *55,000,000.00 in the Tribune— 
over *41,000,000.00 more than they placed in any other Chicago newspaper! 


WHEN you plan your advertising to increase your sales 
in Chicago, you will want to keep handy the above 
chart. It represents the greatest testimonial ever given 
by advertisers to the selling power of a newspaper. 

As shown, advertisers last year placed more than 
$55,000,000.00 in advertising in the Chicago Tribune. 
This was more money than was ever spent for adver- 
tising in one year in any newspaper in the world! 

It was over $41,000,000.00 more than advertisers 
placed in the second Chicago newspaper and $16,000,- 
000.00 more than they placed in all other Chicago pa- 
pers combined! 

When thousands of advertisers, large and small, give 


such an overwhelming vote of confidence to the Chicago 
Tribune, there can be only one conclusion. Advertising 
in the Tribune produces greater sales. 

The people whose buying attracted $55,000,000.00 
worth of advertising to the Tribune last year are the 
people you want to sell. They are the people who buy 
the bulk of the merchandise sold here by retailers. 

You can get more business by making use of the great- 
er selling power of the Tribune. Ask a Tribune represent- 
ative to help you lay out a program of advertising that 
will increase sales and build a strong consumer franchise 
for your brand. Why not call him now while the subject 
is fresh in your mind? 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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| figures detailed in the summary as|ing to their billings—under $1,- 


$9,000-$15,000 Is Average Pay inChicago 
a fully comprehensive yardstick 000,000, $1,000,000 to $5,000,000, 
of how you’re underpaying or ov- $5,000,000 to $10,000,000, and more 


for Top Copywriters, Agency Study Shows 
|erpaying your people, you can feel than $10,000,000. 


Cuicaco, March 26—Senior copy-| the study on creative costs, stated | fairly sure that, within the range Mr. Kreer’s report on his find- 
writers in Chicago agencies re- that the results are based on a _of the indicated billing, they rep- ings shows that, while the larger 
ceive salaries averaging $9,000 to | questionnaire sent out to the copy resent a reasonable average—Hays | agencies pay somewhat higher sal- 
$15,000 a year, according to a sur- departments of some 70 Chicago MacFarland’s recent story in Ap-|aries, copy department costs av- 
vey completed here recently. agencies, of which about 72% were VERTISING Ace to the contrary not-|erage about 9% of revenue, al- 

Bowman Kreer, v.p. and crea- | returned complete. | withstanding.” : | though some $1,000,000 to $5 000 - 
tive director of the McCann-Erick-| Mr. Kreer undertook this re- 000 agencies reported costs "run- 
son Chicago office, who conducted | search on behalf of the Chicago # (On Feb. 9, AA reported that ning as low as 3%. 
'Copy Club, which has been in-| the president of MacFarland, Ave- | 
‘terested in getting more detailed | yard & Co. told a retailers’ meet- | = According to the survey report, 
information on the subject for ing that agencies must be pre- among under $1,000,000 agencies, 
| some time. The questionnaires pared to pay $10,000 for a topflight the average number of men copy 
| were all blind and no agency was copywriter. He said that his agen- | group heads, senior men copywrit- 
asked to identify itself in any cy starts copywriters at a mini- ers or veterans is two. They are 
— way. -mum of $10,000 and that one re- paid an average of $9,000 a year. 
HALT IBURTON BLDG. | Said Mr. Kreer in his report, | ceives $70,000 a year.) _ In addition, the average small 
— CENTRAL TOWER bet to agency copy directors, In Mr. Kreer’s survey, agencies agency has one male copywriter 
, “While you certainly can’t take the | were placed in categories accord-| with five to 10 years’ experience 


SiMPSON-REILLY, LTD, 
Publishers Representatives 


oe eee 
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BOAT EXHIBIT SECTION OF 1952 DALLAS NEWS SPORTS AND VACATION SHOW 


big as all outdoors! 


Texas is just naturally an outdoor state. 
aS Like to hunt? We've got deer, elk, javelina, 
bear, wolf, coyote, cougar, badger, fox, 
coon, prairie dog, squirrel and rabbit — wild turkey, 


more sporting goods manufacturing executives than any 
other first-year show in the nation. 


ATTENDANCE AND INTEREST have increased each year 
since. In 1952, 133,600 sportsmen turned out for the 


geese, duck, quail and dove. 


Like to fish? We've got lakes, rivers, mountain streams 
and a thousand miles of coastline where you can angle 
for 400 species of fishlife. You can golf, swim, play 
tennis, ride, climb mountains or go sailing nearly all 
year round on 267,339 square miles of the nation’s big- 
est playground: Texas. 


SPORT IS BIG BUSINESS in Texas. With so many ingre- 
dients to work with, travel services and bureaus, resort 
owners, and sporting goods retailers easily blend popu- 
lation and playground into a multi-million dollar health 
tonic. Everybody drinks a toast to fun. Promoting 
this elixir was a natural for The Dallas News — and 


exhibits and performances. When the doors are opened 
this April, an even greater response is expected. Texas 
is just naturally an outdoor state, and The Dallas 
News’ annual Sports and Vacation Show is as big as 
all outdoors! 


VALUABLE PROMOTIONS such as the Sports Show, 
undertaken as a service to its market and to its adver- 
tisers, are characteristic of The News. Extensive mer- 
chandising coupled with The News’ powerful influence 
provides an advertising medium of unchallenged lead- 
ership — the one dominant selling force in the $4 billion 


Double Dallas Market. 


the Southwest Sports and Vacation show was born seseiiaadsial ey 
April 30, 1949. === Ghe Dallas Morning News ™ 


OUTDOORSMEN CAME INSIDE to 85,000 sq. ft. of Cheon y (7 pep egpemmageauegapcarmnnmeggen age cree 
exhibit space in the Automobile Bldg. of Dallas’ State ie BALANCED BUDGET 
Fair Park. The 1949 show broke all records in nine “~ pre") Der 
days: it drew more fans, 115,300, more fishing tackle : 


Cresmer and Woodward, Inc., Representatives 
exhibits, more sporting goods dealers and jobbers, and New York * Chicago * Detroit * Atlanta * San Francisco * Los Angeles 


ONE OF A SERIES: THE STORY BEHIND THE NEWS’ CLEAR-CUT LEADERSHIP IN TEXAS 


Advertising Age, March 30, 1953 


not in a directive capacity. He is 
paid $6,000. Most of these agencies 
/ have no training program and their 
staffs handle all forms of writing 
| with the exception of publicity and 
‘client service material, and to a 
lesser extent, sales speeches and 
| Skits. 

There usually is a woman copy- 
writer in the small agency, and 
she is paid about $4,000. 


# The average $1,000,000 to $5,- 
000,000 agency has a copy chief— 
but no over-all creative director 
—and he heads a department of 
seven people. Three of these are 
male copy group heads, senior 
| writers or veterans, whose aver- 
age salary is $12,500. There also 
are three male copywriters with 
five to 10 years’ experience who 
are paid an average of $8,500. 

According to the survey most of 
the agencies of this size do not 
have copy cubs, but the ones which 
do, pay the inexperienced help 
about $4,000. None of these agen- 
cies indicated that it operates a 
copywriter training program. 

The average agency in this cate- 
gory also has a woman copywriter, 
and her pay averages $6,000. All 
of these agencies report that their 
copy departments are responsible 
for all types of writing. 


a The average agency with bill- 
ings between $5,000,000 and $10,- 
000,000 covered in the survey has 
both a creative director and a copy 
director responsible for a staff of 
nine writers. Three are of copy 
group head qualification and earn 
about $13,000. There also are three 
male writers of five to 10 years’ 
experience who make an average 
of $9,500. 

Among these larger agencies 
there are usually two male young- 
er copywriters who make about 
$6,000 a year and there are two 
or three women copywriters re- 
ceiving about $6,000. About half 
of the agencies have a training 
program for writers. — 

The average copy department in 
this size agency is responsible for 
all forms of written copy, although 
two agencies report that radio and 
TV copy is handled by a separate 
group of writers. 


s The largest agencies—over $10,- 
000,000—have staffs averaging 20 
writers plus a copy director and 
a creative director. There are six 


senior experience and they receive 
an average of $15,000 a year. 

There also are about seven male 
copywriters of five to 10 years’ 
experience who earn about $9,000 
and five younger male writers who 
average $5,000. There also are 
three senior women writers mak- 
ing about $8,000 and three junior 
women getting $5,000. 

Only one agency does not require 
its staff to handle all kinds of copy, 
and that exception is for radio 
and TV commercials. 

According to the survey, the av- 
erage large agency does not have 
a training program for copywriters, 
but does have some sort of gen- 
eral office training program. 


s If you’re the head of a Chicago 
agency, how can you get any good 
out of the survey? Mr. Kreer says 
it will serve “as a guidepost for 
you the next time a 26-year-old 
job applicant with two years’ ex- 
perience at Flim & Flam sits across 
your desk and says, ‘I’m making 
$12,000 now and I'd need $16,000 
to make a change.’ ”’ 


Evans in Father's Day Drive 


L. B. Evans Son, Wakefield, 
Mass., maker of men’s hand- 
turned slippers, is using magazines 
and full-page trade journal ads to 
announce its Father’s Day promo- 
tion. The consumer copy is sched- 
uled for June in Collier’s, Life and 
The Saturday Evening Post. R. D. 
Northrop Co., Boston, is the agen- 
cy. 


men of copy group head stature or. 
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and brighter ... 


ILLION DOLLAR SPOKANE MARKET 


It’s one of the three 
Must Markets in the 
Pacific Northwest 
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YES, PACIFIC NORTHWEST SALES REPORTS DO GROW BRIGHTER WHEN 
YOU COVER THE BILLION DOLLAR SPOKANE MARKET. A nationally famous 
market in its own right, it is of particular importance in any Pacific Northwest 
sales program. The Spokane Market is a distinctly independent and unified 
trade area, distant from and unaffected by advertising in coastal cities 300 miles 
or more away. It’s BIG—more than a million prosperous residents whose needs 
resulted in sales of retail merchandise in excess of 994 million dollars in 1951! 
It’s RICH—buying income tops a billion dollars annually and income per farm is 
nearly double the U. S. farm average! It’s EASY to sell! 


You can tap the full buying power of the entire Spokane Market easily and 
economically with just one great selling medium. . . . The Spokesman-Review 
and Spokane Daily Chronicle. These are the papers Spokane and Inland Empire 
residents have read and shopped from since pioneer days. They are accepted 
as home-town newspapers the length and breadth of the vast market. With 89% 
of all subscribers receiving their newspapers by carrier delivery at home, the 
Spokane Dailies have the acceptance and coverage which sells the Spokane 
Market as does no other advertising medium. 


THE SPOKANE MARKET 
REALLY MAKES 
A DIFFERENCE 


So be sure your sales program is reaching the more than a million residents 
of the Spokane Market and watch your sales reports get brighter and brighter. 


Advertising Representatives: Cresmer & Woodwe:d, Inc., New York, Chicago, Detroit, " 
los Angeles, Son Francisco, Atlanta. Cc or Representatives, SUNDAY Combined Daily 


SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. CIRCULATION 
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es any product manufactured in America—from Big 
Steel to little shirt buttons—might be tagged ‘*Made in 
Buffalo.” 


It’s no accident that 9 out of 12 of the nation’s big indus- 
tries have Buffalo plants. Cheap water transportation, via 
Lake Erie, and plenty of power from near-by Niagara Falls 
just naturally made Buffalo grow into the busy, diversified 
industrial city it is today. 

On these pages, you see some examples of the part LIFE 
plays in the lives of the people of Buffalo. You see how cops 
and cover girls are affected by appearances in the pages of 
LIFE. 

You see how manufacturers and mayors. . . steelmakers 


fh BUSINESS... 


MAYOR Joseph Mruk: 
“LIFE’s factual news keeps 
me informed of civic de- 
velopments in other cities * 


—_ _—— 


saa nagel: “Keying our promotions to LIFE’s unique 
reporting of merchandise news and tieing in at the 
point-of-sale have greatly stepped up our sales,” 


—s z= oo: . 
Fr KLEINHANS CO. Menswear Pres. John Steuer- ADAM, MELDRUM & ANDERSON Pres. R. B. 
Adam: “We were built on national brands. Major 
credit for our successful merchandising is due 


sto promotion of products advertised in LIFE.” 


' 
' 
| fs a) eae ere Tiel eS Oe OS Ok Re gt ad Sa nk a ele ey eee oS 


and scholars...all feel the effects of LIFE’s special kind of 
picture-and-text reporting. 

For Buffalo shares one taste in common with city after 
city across the nation: 3 out of 5 of its citizens are readers of 
LIFE*—the largest audience of any magazine. 


Perhaps they find, in the variety that spices LIFE, a reflec- 
tion of their own diverse pursuits. Certainly they share a 
universal human response to LIFE’s impact . . . by seeing 
more, understanding more, enjoying more—and buying more 
—of what they find in LIFE. 


*From A Study of the Accumulative Audience of LIFE, by Alfred Politz 
Research, Inc. A LIFE reader is any person who has read one or more 
of thirteen issues. 


LOBLAW, INC. Supermarkets Pres. J.R. Peachey: 
“Ads in LIFE certainly pre-sell Loblaw custom- 
ers. Its stories on food have done much to stimu- 
late the public’s appetite as well as its interest.” 
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LIFE, 9 Rockefeller Plaza, New York 20, New York 
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DIRECTOR F. T. Hall, of 
Buffalo’s Museum of Sci- 
ence: “LIFE’s well-planned, 
well-written articles inspire 
intérest, and are most impor- 
tant in popularizing science.” 


set 


COVER GIRL and former model, Peggy Lloyd is now Mrs. Herbert B. Scheu, Jr. She says: 
“After appearing on LIFE’s cover twice, | was swamped with letters from all over the world, 
LIFE meant more jobs for me and certainly had a real effect on my life.” LIFE’s feminine audi- 
ence totals 31,550,000 in the course of 13 issues (more than half the women in the U. S.).* 


BEST-SELLING AUTHOR Taylor 
Caldwell: “I keep LIFE on file for 
reference. LIFE’s pictures have in- 
spired many scenes in my books.” 


TRAFFIC COPS were featured in LIFE story on safety 
(Oct. 13, 1947). Says Lt. W. A, Adams: “Fatal traffic 
accidents declined steadily after the LIFE story ap- 
peared. People showed new awareness of regulations,” 


NATIONAL GYPSUM CO. 
Chmn. of the Bd, M. H. Baker: “I 
have watched the growth of LIFE _ 
with great interest, Its ideas have 
impact, testify to sound policies,” 


WILDROOT CO. President H. Bs 


Lehman: “To hit the most people 
hardest, we advertise in LIFE. It 
reaches receptive readers, and has 
tremendous effects on dealers.” 


SYLVANIA ELECTRIC PRODUCTS Gen. Mgr. J. K. McDonough: 
“LIFE is an important part of Sylvania’s national advertising program, 
It has made a great contribution to Sylvania’s rapid growth in radio 
and television.” 70% of the nation’s business executives read LIFE.* 


BETHLEHEM STEEL Gen. Mgr. E. 
F, Martin:“LIFE brings news of the 
world to millions in exciting words 
and pictures, and also tells the in- 
side story of industrial America,” 
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BELL AIRCRAFT Pres. L. D. Bell: 
People often tell me they saw our 
helicopter in LIFE, More vividly 
than other media, LIFE makes 
our industry live for its readers,” 


FEDDERS-QUIGAN General 
Manager A. J. De Fino: “LIFE’s 
power gives us highest coupon re- 
turns and subsequent conversion 
to sales on our air conditioners,” 
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CFS Skin Cream Tested in Providence 


the product. 
Demonstration promotions in 


Following a four-week test pro- During the first week of the test pattern, according to Glenn F. 
motion campaign in its home city, promotion, the product was exclu- | Godden, v.p. Distribution has ‘al- 
Glenworth Corp. here is trying to| sive for Gladding’s. In that time ready been effected in Lord & Tay- 


skin cream. Campaigns will de-|tax. For the three remaining partment Store, Washington, D. C. 
velop in various areas throughout | weeks, distribution was extended Glenworth Corp., a one-product 
the East, with hoped-for national | to all department stores plus some | company, was formed recently to 


months to one year. | week, Gladding’s sold 200 jars. In ficers include William D. Reynolds, 
The initial promotion centered at| two weeks, re-orders have been president, and Charles A. Reynolds, 
Gladding’s, local specialty depart- received from every store handling | plus Mr. Godden, none of whom 
ment store, where a fulltime com- | 


Provipence, R. I., March 24—/|a week over radio station WPRO. ‘other areas will follow the same | 
develop distribution of its CFS/ 310 jars were sold at $4 a jar, plus lor, New York, and Hecht’s De-- 


distribution coming within six 100 drug stores. During the second manufacture the new product. Of-. 


|coordinate advertising, 


has been connected previously with 
the cosmetic industry. 

FitzGerald Inc. is the agency 
handling the advertising. 


Adamson Promotes Berlin 
Nathan Berlin, who has been 
associated since 1951 with Adam- 


son, Buchman & Associates, Salt. 
Lake City agency, has been pro-. 
moted to assistant manager. Con-. 


tinuing to handle the radio-televi- 
sion department, Mr. Berlin will 
publicity 
and public relations. 
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Armstrong to Brooke, Smith 

Sherwood Armstrong, formerly 
-account executive and radio-tele- 
'vision director in the office of 
‘Foote, Cone & Belding, has been 
‘appointed creative director with 
‘Brooke, Smith, French & Dorrance, 
San Francisco. 


Graves Boosted to Sales V. P. 


Nelson M. Graves Jr., sales man- 
‘ager for Wood & Brooks Co., Buf- 
falo piano parts manufacturer, has 
been promoted to v.p. in charge 
of sales. 


pany demonstrator told of the non- | 
toxic, non-allergic, beautifying ef- | 
fects of the product, the initials 
of which stand for “clearer, fresh- 


onstration, Glenworth Corp. used 
a full page in the Rhode Islander, 
magazine section of the Providence 
Sunday Journal, in cooperation 
with the store. Followup ads in the | 
newspaper were used for four | 
weeks. Other advertising included | 
15 one-minute spots a week on 
WJAR-TV and 22 one-minute spots 


WE'RE 

A 

LINK 
IN 

MANY 

CHAINS 


In top Chicago 
agencies, 

the chain 

of production 
includes 

ad composition 
by Poole Bros Inc | 
Why? | 
Because we deliver 
the quality 

they demand, 

with the 

personal service 
and deadline 
timing 
they require, 
at the lowest 
final cost. 


If ad composition 
is a weak link 

in your chain 

of production, 
‘phone WA 2-6800 


and ask for 


Agency Ad Composition 


POOLE 
BROS. INC 


er, smoother.” Backing the dem- oe Wee re ee re 


freeze up? 


Aurner, Director 


about it, now off 


Better-Letters Division ... 


When you are about to dictate do you 


Just about the time you think you're doing fine, do 
you start rambling? Do you get tangled up with there- 
fores and thereafters, hereinbefores and hereinafters, 
whereins and thereins .. . not to mention a few to-wits, 
some attached hereto please finds, a few complying with 
your requests and several thanking you in advances! 


If these problems plague you, then you're suffering from 
“Dictatoritis,” a costly business affliction. 


The cure? ‘Be Yourself when You Dictate,’’ says Dr. 


of Fox River Paper Corporation's 
and he’s written a booklet 
the press. 


Get on the list to receive a first- 
edition copy. It’s free. Write today... 
on your business letterhead, please. 


Get this latest free 
about BETTER §@ | 


Do you get all wound up in big words? 


*COTTON-FIBER MAKES THE FINEST 
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Hammel to Boylhart-O’Connor | 


Simon Co. Gets Two Accounts 


; BC Signs Bx 
ly Hammel Radiator Engineering Willamette Iron & Steel Co., A 
of Co., Los Angeles maker of gas- Portland, Ore., manufacturer of Jessel and Tl 
be ; fired heaters, formerly a direct ‘heavy machinery, has appointed. 
th { advertiser, has appointed Boyl- Simon Co., Portland, to handle its) t¢ Byild Proc 
oa rend Connor, ae — 4 advertising. Jenks Hatchery, Tan- | *O DUL 
i irect mai = 
i | gent, Ore., has appointed the agen New York, March 
and trade publications will be. cy also. Broadcasting Co. i 
) ' used. . speed ahead on bu) 
x Jolliffee to Glasser-Gaile , 
4 Research Center Moves J Vincent Jolliffee, “ae ene rag Pace og 
it~ The National Opinion Research | writer with Walther-Boland, San d median R: 
as Center of the University of Chi- Francisco, has joined Glasser- | dancer-co t ‘ 
ge cago has moved to new quarters at Gailey, Los Angeles, as a copy- ©xclusive contrac 
5711 S. Woodlawn Ave., Chicago. | writer. guaranteeing him a). 


ger, fall in a 30-minute program, filmed, 
»mas especially for TV in Hollywood. 

Also added to the ABC talent 

ams stable was Danny Thomas, once 

a feature of NBC-TV’s “All Star 

-—American Revue” and latterly an outspoken 

noving full critic of television. He will be 

ng a strong starred next fall in a 30-minute TV 

. Schedule. (show which will also be produced 


vork signed in Hollywood. 
Bolger to an) 
reportedly @ The first NBC “name” signed by 


annual salary ABC was George Jessel. He will 


Fox River booklet 
LETTERS .... wi Today! //f 


“Be Yourself when You Dictate’ is the latest develop- 
ment in our belter-/etters service, now in its 6th year—a 
service that helps you put words that pay on paper that 
pays — cotton-fiber paper watermarked ‘by Fox River.’’ 


When you “be yourself” you thaw out, you get to the 
point, you're free of boring phrases, you put business- 
winning talk on prestige-producing paper. 


No more will even a dollar bill pay the cost of the 
average dictated letter! Which means, more than ever, 
that the difference in cost between inferior and superior 


: : P : Dr. Robert R. Aurner 
paper for business is a minor item. 


We'll include, with your booklet, Fox River Paper Corporation 


FREE SAMPLES of cotton-fiber paper 


‘ A and other Money-Makin 
as Fox River makes it. ly 


Mail booklet 
Aurner is a national 


recognized 


authority. For 18 years he was ranking pro- 
fessor of business administration at che 
versity of Wisconsin and membcr of the 
books on the art 

hiss writings 


Meantime, if right now you have a printing job up 
for re-run or for an original quotation — using bond, 
onion skin, vellum, bristol, thin card or ledger — ask 
your printer to produce it on fine paper “by Fox 
River” ... since 1883. . 


Lecture Bureau. His man 
of communication are widely wsod 
have helped thousands of ees l 
men and can help you. 


» Ce ¢ Ce 2 4 2 ea 6 


Director, Better Letters Division 


Author of “Be Yourself when You Dictate” 


business 


“Balun 
Fok River 


S$ Dr. 
letter 


Ini 


**#eeeenees eecece 


Colton fulec Glayrer 


BOND, ONION SKIN, LEDGER, 
THIN CARD, VELLUM, 
AND BRISTOL 


a a a 


FOX RIVER: Please send newest free booklet, “Be Yourself when You Dictate.” 


: 33 SOUTH 
c . R iV ‘ APPLETON STREET, 
. APPLETON, WIS. 
yy ©] i cE re : (Please attach your letter! ead to this coupon) 
EST BUSINESS, SOCIAL, AND ADVERTISING PAPERS [J 1 om also interested in o 


ther better-letters literature you are publishing. 


of $150,000. He will be starred next, 


work for ABC as a performer, pro- 
ducer and good will ambassador. 

In the local field Martin Block, 
star salesman on WNEW, New 
York, will move to ABC on Jan. 4, 
1954. In the interim his high-gross- 
ing disc jockey session, “Make Be- 
lieve Ballroom,” continues on 
WNEW. 

ABC plans to put Mr. Block to 
work locally—WABC will carry 
the “Make Believe Ballroom”—and 
on the network. He will present 
a 25-minute show on the radio net- 
work weekdays starting Jan. 4. 


American Map to La Fond 


American Map Co., New York, 
manufacturer of commercial maps, 
has appointed Richard La Fond 
Advertising, New York, to handle 
advertising. Business publications 
and some direct mail will be used. 


Osborne to Townsend & Willis 


Dick Osborne, who writes a 
column about Long Island and 
produces a TV show called “Long 
island Story,” has joined Town- 
send & Willis Inc., Garden City, 
L. L., public relations counselor. 


mer CHAINdising 


GETS RESULTS! © 
THEY EYE IT—BUY IT; 


it’s right up our 
alley! 


says Russell Fulton 
Cleveland Manager 
7-Up Bottling Co. 


“Your merCHAINdising program was 
right up our alley. It sold more 7-Up 
and helped create a finer relationship 
with our outlets.” 


cu 


WGAR Does the job! 


Here’s a powerful medium in a 
powerful market . . . a combination 
that means extra sales through the 
MerCHAINdising Plan. 


MORE PEOPLE (4% million market) 
MORE JOBS (651,000—new high) 
MORE MONEY ($7 billion income) 


means more potential for you 
to reach through WGAR— 


MORE LISTENERS 
MORE QUICKLY 
MORE EFFECTIVELY 


‘WEAR 


THE SPOT FOR SPOT RADIO 
S Cleveland 
50,000 watts 


CBS” 


este Office: wt 
towered 
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DANIEL MORDECAI a 


1006 STATLER OFFICE BUILDING 
BOSTON 16, MASSACHUSETTS 


TELEPHONE tiesery 2-7323-4 


February 16, 1953 


Mr. Harvey Struthers, 
General Manager, WEEI 
Boston, Mass. 


Dear Harvey: 


You will be pleased to know that we are 
finding the F. H. Snow Canning Company’s 
participation in the Priscilla Fortescue show, the 
Food Fair, and the Housewives’ Protective 
League a very important factor in the steadily 
increasing sales of Snow’s products. 


Not only is this radio advertising on WEEI 
highly effective, but it is excellently supported 
by the comprehensive merchandising program 
of the Housewives’ Protective League and the 
WEEI Supermarketing Plan. This is an inte- 
grated program which really pays off. 
Sincerely yours, 
Gael Updoce— 


DANIEL MORDECAI CO. 
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February 1, 1953 hte 


GOVLOSBORO MAINE 


Mr. Harvey Struthers 
General Manager, WEEI 
Boston, Mass. 


Dear Harvey: 


We have been participants in the Housewives’ 
Protective League on WEEI for well over a year 
now, and have been greatly pleased with the 
results. These results have brought you, as you 
know, several renewals on this program. 


| want also to tell you that we are well satisfied 
with the effectiveness of the Supermarketing 
operation. The displays in a large number of A&P 
and Stop and Shop stores have been very helpful 
in moving an increasing volume of Snow's 
products, particularly when they are backed up 
by our expanded schedule of air time. This 
combination of good air time plus good point-of- 
sale promotion ranks high as a producer of 
rapid turnover. 

Very truly yours, 


THE F. H. SNOW CANNING CC.. INC. 


) al 
Vw 
DANIEL IVAN CO. 


S'S TREMONT SI REET. BOBTON Fe 
VEL ernonme HAwcece © Peas 


Mr. Harvey Struthers 
General Manager, WEEI 
Boston, Massachusetts 


Dear Harvey: 


As you know, the first food advertiser to use the 
Housewives’ Protective League in Boston was our 
client, the F. H. Snow Canning Co. (Snow’s Clam 
Chowder and other Snow’s products). This radio 
program, with the intensive merchandising which 
goes along with it, has from the beginning helped 
to produce a very satisfactory sales increase. 


When WEEI announced the Supermarketing Plan, 
we immediately expanded Snow’s schedule in order 
to become eligible for this additional merchandising 
aid. Again the results have been gratifying. There 

is no doubt that the addition of participations in the 
Priscilla Fortescue show and Mother Parker's 

Food Fair have added materially to the ever- 
increasing sales volume of Snow’s canned foods. 
Performance proves that WEEI gets results. 


Cordially yours, 
DANIEL F. SULLIVAN CO., INC 


Vatenc I oalleoaee— 


President 
DFS:bb 


MEMBER AMERICAN ASSOCIATION OF ADVERTISING AGENCIES 


bh Spare 


Fred H. Snow, President 
FHS/f 
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SOMEBODY SLIPPED! 


In the Omaha World-Herald advertisement of 
March 23 ADVERTISING AGE, reference was 
made to “1,141 homes” in connection with a state- 
ment pertaining to the 250,000 families served 
by the World-Herald.. This should have read 
“1,141 towns” referring to the towns where the 
World-Herald maintains home carrier service. 


| Ehrlicher Heads Agency PR 

James G. Ehrlicher, 
municipal public relations director | 
for Chicage, has been appointed 


Advertising Age, March 30, 1953 


‘ommerty Kaiser-Frazer and Willys Merger 


ead of te pubic relations Serer GQeg Through; No Changes Planned 
bead ofthe pubic relations Sever GQ@g Through; No Changes Planne 


kins & Holden, Carlock, McClinton 
& Smith. 


Lite-Time to Rogers & Smith 


Life-Time Battery Corp. of 
America, New Braunfels, Tex., has 
/appointed Rogers & Smith, Dallas, 
'to handle advertising. 


(Continued from Page 3) 
Willys’ truck production for the 
same week brings this total to 


4,566. 


Aside from Kaiser-Frazer’s as- 
pirations to move into the top 
ranks of the industry, there were 


IN 
Osho 
150,000 peorie 
SAW THE 
1952 OLYMPIC SKI JUMP 
bes 


W. E. Browning, 
1106 Dominion Sq. Building, 
Montreal, Quebec. 


ea Be La one ee Some ee 


O'Mara and Ormsbee, Inc., 
420 Lexington Ave., 
New York, N.Y, 


| John E. Lutz Co., 
435 North Michigan Ave., 
Chicago, lil. 


But in metropolitan 


178,482 adults 


see...and read --- daily 


THE TELEGRAM 


as their ONLY evening newspaper 


This exclusive Telegram circulation is greater than the adult 
population of Windsor, Calgary, Halifax, London, Regina or Victoria, 
When you plan campaigns for Canada's major markets, remember 
exclusive “Tely-Toronto” is one of Canada's largest “cities” 


You can't TELL Toronto without The Tely! 
You can't SELL Toronto without The Tely! 


THE TELEGRAM oar pius weexeno 


TORONTO 1, CANADA 
* DANIEL STARCH AND STAFF (Represented in Canada by Gruneau Research Ltd.) 


MORE THAN 500,000 PEOPLE IN CANADA'S RICHEST MARKET READ THE TELEGRAM 


a couple of other sound reasons for 
the merger. 

One of the most important is be- 
lieved to be a sizable tax saving. 
K-F reportedly has gone $30,000,- 
000 in the red in recent years, 
while Willys had a net of more 
than $6,000,000 last year. 


= Motive No. 2 could well have 
been the problem of the RFC debt. 
In Washington, Harry A. Mc- 
Donald, RFC administrator, in- 
dicated that the move was a wel- 
come one for the government. 

“I don’t want to give Kaiser- 
Frazer any bad publicity,” Mr. 
McDonald said, “but they were 
staring into a liquidation picture 
before this purchase of Willys- 
Overland developed. The govern- 
ment, as a creditor of the Kaiser 
interests, also was unhappy. Now 
both Kaiser-Frazer and the gov- 
ernment have an earning asset.” 

Mr. McDonald said the RFC ap- 
|proved the transaction after as- 
surance had been given of a $15,- 
/ 000,000 payment on the $48,417,000 
outstanding loan and reasonable 
|}assurance of repayment of the 
| rest—in annual instalments of $3,- 
300,000. 


NBP Names Committee 


New members of the committee 
on legislation of National Business 
Publications have been named py 
Joseph S. Hildreth, NBP head and 
president of Chilton Co. Lansing 
Chapman, president, Medical Eco- 
nomics, is chairman, and Marshall 
Haywood Jr., president, Haywood 
Publishing Co., is vice-chairman. 
Other members include Edward L. 
Bill, president, Bill Bros. Publish- 
ing Co.; Harvey Conover, presi- 
dent, Conover-Mast Publications; 
Russell L. Putman, president, Put- 
man Publishing Co.; George B. 
Roscoe, editor, Qualified Contrac- 
tor, and David R. Watson, presi- 
dent, Modern Railroads Publish- 
ing Co. 


‘Electric Tube to Howard 


|_ Electric Tube Products Inc., 
|New York, manufacturer of weld- 
‘ed steel tubing, has appointed 
Lloyd S. Howard Associates as its 
advertising agency. The company 
had no previous agency. A busi- 
ness paper schedule and direct 
mail will be used. 


ih fabuhus Southwest 


The Biggest 30c Buy 
In The Nation** 


Bianketing 24 Counties 
of West Texas 
and Southern New Mexico 


Y/> BILLION DOLLAR 
RETAIL SALES 


Covered Exclusively by 


She #1 Puso Times 


An Independent Newspaper 
Morning and Sunday 


Paso Herald-Post 
A Scripps-Howard Mewspaper 
Evening 
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QUANTITY DISCOUNTS 
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| for 


| Volume Advertisers 


BETTER LIVING, fastest-growing store-distributed magazine, believes that 
a sound advertising program demands continuity in advertising. We are offer- 
ing quantity discounts to encourage the continuous promotion of products and 
services, 


Our philosophy is simple. Customers buy food and clothing and household 
products all through the year. That is when advertising should sell them. 


See new Rate Card No.7 
for these Quantity Discounts 
effective with the July, 1953, issue 


s 8 7 
B eit . f livi 1 o The Magazine Sponsored by Super Market Institute 


230 Park Avenue, New Yor} MUrray Hill 6-4600 eae 
919 N. Michigan Avenue, Chicago DElaware 7-2357 a 
Statler Office Building, Boston HAncock 6-2756 ee 
Terrace Plaza Building, Cincinnati GArfield 1172 
Girard Trust Co. Building, Philadelphia Rittenhouse 6-4658 
Blanchard-Nichols, Inc., 2020 Russ Building, San Francisco YUkon 6-6341 
Blanchard-Nichols, Inc., 633 S. Westmoreland Avenue, Los Angeles DUnkirk 8-6134 
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Texans Get Roaring 
Mad at ‘Esquire’ for 
Knocking Their State 


article that appeared in 


objection. 
The article, 


Dorrity, 
“Let’s Secede from Texas!” 


are worthless, it has let its oil gush, 
its gas waste in bonfires and that 
it’s running out of water. He also 
says that there is “a lot of pellagra” 
in the Lone Star State and that 
the U. S. will soon have “8,000,000 
ugly yawping mouths” to feed in 
starved Texas. 


s Other criticisms the article levels 
against Texas are: its women (“if 
the girls are pretty, they’re Mexi- 
cans. If they look like horses, 
they’re Texans’); its cattle (“In 
Texas, on that miserable, scrubby 
soil, it takes 50 acres just to keep 
one scrawny, scrub-stock cow 
alive, much less edible”); and its 
drinking (“There has never been 
a Texan who knew how to carry 
his liquor. Boors when sober, 
they’re downright dangerous when 
drunk’’). 

In a letter to Arnold Gingrich, 
Esquire’s pub’isher, Rex V. Lentz, 
advertising-public relations direc- 
tor of The Mercantile National 
Bank of Dallas and president of the 
Dallas Advertising League, takes 
the article to task. 

The letter says, “The Dallas Ad- 
vertising League believes that the 
publishers of America and the 
publications they represent bear 
the same responsibility to the 
American people as do the adver- 
tisers whose messages they carry 
and that this responsibility includes 
the serving of the public interest 
if through truthful, dependable and 


A manufacturer reports: 
‘Our sales more than doubled 
during a period in which 
we ran ads mentioning 
OPERATOR 25.” 


Western Union 
“OPERA TOR vt 


44 


Advertisers who fea- 
ture ‘‘Operator 25” in 
their sectional or na- 
tional campaigns pave 
the way to higher 
consumer response. 


rovides the missing 
Fink between adver- 
i tiser and consumer...gives customers and 


an ae the names and addresses of | 
ocal d 


ealers, quickly and conveniently, 
S just by calling Western Union. A new, 
effective selling aid that means more 
sales, lower selling costs. 


Other Western Union Services 

@ MARKET SURVEYS—F ast, efficient way to 
check consumer attitudes and brand 
preferences. 


@ DISTRIBUTION—F ast distribution by reli- 
able messenger service. 


@ CIRCULATION VERIFICATION —Checks titles, 
buying influence and addresses. 


@ PUBLIC OPINION POLLS—Spot checks on | 
media coverage and consumer prefer- | 
ences. 


For further information on any or all 
these special services, call your 


<ioto! WESTERN 
UNION 


DaLuias, March 24—They’re rip- 
snorting mad down here about an 
the 
April Esquire saying some nasty 
things about Texas. So mad, that 
the Dallas Advertising League has 
written the magazine a very strong 


half-kidding and 
half-serious, written by Bernard 
is entitled, and argues, 


Mr. Dorrity, who admits spend- 


ing only three days in the state, 
asserts that Texas grazing lands 


“Operator 25’’ service | 


a al Sic AE 


|accurate reporting in the editorial|’Food Marketing’ to Bow “Mi . ’ 
‘matter carried by such publica-| The first rinse Food net. Minute Minder Man 


tions. ee ing to be . j 
iy ‘ , published by Putman) 
The [league] has reviewed the Crist Publications, 503. Pleasant Launches Consumer 


article. . .and finds it inexcusably St., St. Joseph, Mich., will ap- s : 
false and viciously untrue... pear in May. Rates begin at $382. D rive on Lux Timers 

“The Dallas Advertising League, 4 b&w page. Use of a standard 
therefore, hereby informs you that Four A’s color is $75 extra. It will | 


in its opinion [the article] is irre-| fave on oe cha “| 


‘ufacturers with 
the timer in appliance selling. 


WATERBURY, CONN., March 25— Housekeeping, 


vicious and objectionable form. --/ marketing food and grocery prod- | Mfg. Co. here, maker of precision | 
[and that the publication J is not ucts from the standpoint of the timing instruments. 
entitled to the advertising support manufacturer and producer of) Highlighted by the Lux “Minute Hartford, is the agency. 
of responsible business firms nor | goods.” Minder Man,” newly created trade 


the public.” character, the ads will ize | 
’ emphasize | 
: Munger Co., Consultant, Bows the multiple use of Lux-Time tim- — —— ae ~— 
TV World’ Is Launched Justin K. Munger, who has been|ers in alarm clocks, washers rot ype ba cong 
TV World, a new Martin Good- 


man bi-monthly publication, made 
its appearance on the newsstands 


some markets. 


~ Seg pe AB formed Munger Co., mer- | 
arch 25. The editorial content is chandising consultant and manu- | m | 
devoted to pictures, features, news facturers’ representative, serving alarm and novelty clocks. 

and gossip on television person-|the Detroit and Toledo areas., Aim of the campaign is to turn Harry F. Port Moves 
alities. Bessie Little is the editor. Headquarters are temporarily lo- ¢xisting “in the home” acceptance 


Minute Minder portable timers and Cuneo Press, Minneapolis. 


Fifth Ave., New York. | Clair, Mich., Detroit suburb. i ae | Lux says it will later provide man- | 10 E. Erie St. 


ee 
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“Minute Minder 
Man” tags for all Lux-equipped 
appliances, so dealers can feature 


The campaign will include ads 
| in Better Homes & Gardens, Good 
House Beautiful, 
The first full-scale national ad-| Ladies’ Home Journal, Living for 
; ‘ ; cle} _vertising schedule in its history; Young Homemakers and Today’s 
sponsible journalism in its most| phases of the modern system of Will be launched in April by Lux| Woman. TV will also be used in 


Edward Graceman & Associates, 


formerly an 


ms ; - >) accoun i i 
sales manager of the electrical di- | ranges and other home appliances, | Foley, . a ae ton 


vision of Rival Mfg. Co., Kansas/as well as promoting Lux’s own been named sales manager of 


The publisher is located at 350 cated at 215 N. Riverside Ave., St. into tangible product awareness. | can Tas moved aoe ae 


Dealers like these 
make more sales 


that’s why... ELECTRICAL DEALER MAKES 
MORE SALES FOR YOU 


| Electrical Dealer reaches the TOP dealers. 

| The two dealers pictured here are typical of the type of 
_appliance-radio-TV dealers who are regular readers of 
Electrical Dealer. All of our readers, of course, are not 
_in the million and half million dollar sales groups. But they 
| all are in the TOP sales group. 


efforts into a sales advantage for yourself. Ask one of 
our representatives to give you the complete story. 
The Haywood Publishing Co., 22 East Huron St., Chicago 
11, Illinois. 


Remember this Chart — 


Electrical Dealer's circulation is concentrated where 83% of 
the sales are made 


43.5% OF THE DEALERS 
DO 83% OF THE BUSINESS 


% OF STORES 


| You can go into any city or town in the U. S., pick out the 
dealers who are doing the lion’s share of the business in 
| their area, and you will find every one of them is a reader 
_ of Electrical Dealer. 


You make more sales through Electrical Dealer because 
| Electrical Dealer reaches the big-volume dealers — 29,000 
| of them. 


% OF SALES 


And don’t forget — Electrical Dealer reaches two other 
| groups vitally important to your sales — distributors and 
distributor salesmen. Almost 9,000 distributor salesmen 
| are now receiving Electrical Dealer at their homes. And 
_ their bosses are getting the same magazine at their offices. 


EXCELLENT 14% 


83% 


GOOD 29.5% 


POOR 56.5% 17% 


| You should know how Electrical Dealer is helping these 
three sales groups to get more business. You can turn our 


ELECTRICAL DEALER 


The Appliance—Radio—TV—Sales Magazine 
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GE Otters Ad, PR Scholarships | 


General Electric Co., Schenec- 
tady, N. Y., will give five $500 
scholarships in the field of public 
relations, advertising and _ sales 
promotion to college juniors this 
year. The awards are being ini- 
tiated this year in observance of 
the company’s 75th anniversary. 
They are part of GE’s over-all 
scholarship program which costs 
an estimated $300,009 a year. Qual- 
ifications have not been decided 
upon as yet. Students will be se-| 
lected from five colleges. 


Miss Lohr Joins Hayden 

Kathie L. Lohr, formerly with | 
Van Dusen Associates, public re-| 
lations consultant, has joined Hay- | 
den Publishing Co., New York, as/| 
circulation manager. 


! 
Ad League Adds Adams Co. | 


® Tintair Hea = Tells 
Dealers Fin incial 


Picture Brig itens 


New York, M: 24—Things 
are looking up for }ymart-Tintair 
Inc., hair colorin § manufacturer 
which recently wa: ‘ottering on the 
'edge of bankruptc according toa 
report to retailers «st released by 
| the firm. 
| Said T. J. Lewis 
| president: “Eight 
| was every reason 
trade should have 
relation to their Tintair inven- 
tories. Now the company is in a 


Bymart-Tintair 
mnths ago there 
vhy the retail 


| 


‘ls are all being 


paid currently and promptly 


A. D. Adams Co., New York, has his wife as they sailed aboard the Queen | ‘hrough the advertising agency.” 


been elected to membership in the of Bermuda for a two-week all-expense- 


League of Advertising Agencies. 


Mr. Lewis added that the com- 
pany owed banks $105,000 at the 


paid vacation. 


een cautious in | 


35 


end of last June and had less than| partner, Carl Byoir, and the rest - a 


$13,000 in cash. 


@ “The deficit amounted to more 
than a third of a million,” he said. 
“It was a trying time for the com- 
pany, for the trade and for the 
creditors. 
“As of December 31, 1952, the 
company did not owe the banks a 
_penny. The deficit had been wiped 
out and the company was in the 
|black. As of today, the company 
/has more than $235,000 in cash in 
| the bank and retail sales are at the 
|rate of about $5,000,000 per year.” 
He stated that net income in the 
_ first quarter of the fiscal year end- 
_ing last Feb. 28 was $189,514. 


COSMO WINNERS—Glee A. Duff, public) strong financial position. Cooper-| 
relations manager of Scott Paper Co. and | ative advertising b: 
second grand prize winner in the recent 
Cosmopolitan quiz contest, is shown with 


/@ Last January, Martin L. Straus 
/II, board chairman, said the com- 
_pany was getting $300,000 in addi- 
tional financial backing—half to 
|be supplied by himself and his 


X . 
det ict 


Don’t let this picture fool you. This outdoor display 
is all a part of the intelligently planned merchan- 
dising that has enabled The Light Company, South 
Bend, Indiana, to increase business from $135,000 
to nearly a half million dollars a year. Mr. Herman 


Electrical Dealer. 


Light is typical of the type of dealer who reads 


This is where Mr. Wallace Johnston, new president 
of NARDA, is doing about a million dollars a year 
business on appliances, radio and TV in Memphis, 
Tenn. He and his salesmen are regular readers of 


Electrical Dealer. 


- oe gr EE - L ei a ae a 
‘ ‘ | 
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WALLACE JOHNSTON 


4 


val “prr re F Ag" : 


lish at Hamilton College, has joined 


— 


through stock offered to original 
stockholders (AA, Jan. 12). 
Reportedly one of the largest 
creditors was Cecil & Presbrey, 
Bymart-Tintair’s former agency. 
Ruthrauff & Ryan has been ap- 
pointed to handle the 1953 cam- 
paign, but relations with the for- 
mer agency continue on a friendly 
basis, according to Mr. Straus. 


Two Join Remington Inc. 


Robert D. Fleischner, formerly 
sales promotion manager for the 
lens division of American Optical 
Co., has been named an assistant 
account executive for Wm. B. Rem- 
ington Inc., Springfield, Mass., 
agency. Howard Williams, pre- 
viously assistant professor of Eng- 


the copy staff. 


McCann Appoints Sanno 


Alfred R. Sanno, formerly with 
Batten, Barton, Durstine & Osborn, 
has joined McCann-Erickson, New 
York, as a print media director. 


Stickin Around 
with KLEEN-STIK 


“STICK "EM UP, Pard!" 


That’s the Old West (and TV) talk for 
“Hands up!’""—but to smart advertisers it 
means “SALES up!" with KLEEN-STIK 
Point-of-Sale displays. Window signs, labels, 
shelf strips and streamers are but a few of the 
many _ sales-producing applications in use to- 
day. Here are a few recent ideas some 


wise “hombres” on using handy moistureless 
self-sticking KLEEN 


IK to corral more 


Just Like a CAMEL 


KLEEN-STIK doesn’t need water, 
either—or glue, tacks or tape. That's 
why the merchandising team at R. J. 
REYNOLDS TOBACCO COMPANY 
uses it on #0 many P.O.P. pieces for 
CAMEL CIGARETTES — including 
this handy little multi-purpose price 
marker, Couldn’t be easier for the 
busy field man or retailer—all he has 
to do is to peel off the protective cov- 
ering and press in place on shelf, 
counter, wall, door or cigarette vend- 
ing machine. R. E. JEFFERS of 8S. 
BLOOM, INC., Chicago, handled the 
production, 


A New Angle for ALL-BRAN 


There’s more to this “‘standout” display than 
meets the ee it meets plenty of eyes in 
preaeey outlets! The part you don't see goes in 

tween packages of KELLOGG’SALL-BRAN 
and fastens to the shelf with self-sticking 
KLEEN-STIK atrips. Another strip holds the 
folded piece so the valuable offer can be seen 
at right angles from both sides. W. M. PIERCE 
of KELLOGG COMPANY and agencyman 
AL MEYER of LEO BURNETT collabo- 
rated on this “acute” idea uced b 
MAGILL WEINSHEIMER COMPANY, 
Chicago. 


They Fly Through the Air. . . 


With the greatest of case, these smart 
3-color labels are applied to Air Freight 
packages bound for the Philippines 
and other romantic destinations. 
And because they're so attractive and 
#0 easy to apply with KLEEN-STIK, 
they double as slick baggage stickers, 
too! Agency exece GENE WALTHER 
and BARRY BOLAND of Walther- 
Boland & Associates, San Francisco, 
turned out this ach for PHILI- 
PPINE AIR LINES, with CHARLES 
H. WOOD & ASSOCIATES doing the 
lithography. 


Put on ,, 4 thinking cap, and you'll see how 
KLEEN-STIK can solve your P.O.P. prob- 
lems. You can get KLEEN-STIK through 
your regular printer or lithographer—and you 
can get inspiration from our new "‘Idea-of-the- 
Month” service—free! Send your request on 
your company letterhead today. . 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenve * Chicago 1, fil. 
Pioneers in pressure sensitives for Advertising sed Labeling 
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For years, Mister PLUS has been chanting variations on a single theme: network 
radio is the best buy in advertising. As star vocalist for Mutual, he now takes stage 
center with a resounding new refrain: network radio—Mutual-style—will keep 
right on being the best buy, come what may. And he accompanies these original 


lyrics with the following solid facts: 


1. Throughout Non-TV 2. Throughout TV America 3. Throughout all America, 
America, where nearly (where radio listening still Mutual will apply that 
17,000,000 radio families adds up to over 72,000,000 same discount to evening 
are still beyond reach of family-hours a day, vs. costs for all afhliates 
television, Mutual delivers 85,000,000 for TV)’ Mutual within effective range of TV, 
double the audience tuned now applies a 50% discount six months after each new 


to any other network.* to evening radio costs. television tower is installed.” 


To the man in the sponsor’s box, this means a guaranteed good buy forever— 
on the one network that’s geared for low-cost mass sales, today and tomorrow— 


starting right now in 1953. May we translate this into profit-encores for you? 


*J. A. Ward, Inc., million-interview Non-TV America study. 
tA. C. Nielsen, Inc., January - December, 1952. 
*MBS Rate Card #17, effective January 1, 1953. 
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Baker to Denman & Baker | 

Harvest Baking Co., Midland, 
Mich., has appointed Denman & 
Baker, Detroit, to handle its ad-— 
vertising. Plans involving most me- | 
dia and point of purchase are be- | 
ing made. | 


Belt Joins Ewell & Thurber 

Ernie Belt, formerly national 
advertising manager for the Citi-| 
zen-News, Hollywood, Cal., has 
been appointed West Coast man-| 
ager for Ewell & Thurber Associ-| 
ates, Los Angeles. 


DERUS ASSOCIATES 


The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 


PAINT GALLERY—Customers can choose their paint color base from 112 swatches 
arrayed in this gallery produced by Kay Inc., New York, for National Lead Co., 
New York. Materials used for the display include moulded plastic Styron for the 
frame, clear Plexiglas for the doors, and chrome-plated steel for the hinges and 
knobs. The tray for the swatches is stamped metal in hammertone finish. 


King-Size and Special 


Advertising Age, March 30, 1953 


Cigaret Brands 


Threaten Leadership of Regulars: Sweetser 


ATLANTIC City, March 24—Dom- | 


He said his conclusions were 


inant leadership by the all-purpose’ based on discussions with leading 


cigaret is drawing to a close. 

| This warning was sounded by 
George T. Sweetser of N. W. Ayer 
& Son before the 21st annual con- 
vention of the National Assn. of 
Tobacco Distributers. 

_ He pointed out that dominant 
leadership in the cigaret field was 
‘once held by only one brand, then 
|by three, and later by five. They 
'were the regular-length cigarets. 
Among them the cigaret market 
| was so monopolized that competing 
‘brands had trouble getting started. 
| Today this leadership is being 
challenged by the swift rise of the 
| king-size and special brands. 

_ “Don’t be surprised,” Mr. Sweet- 
‘ser said, “if the Big Five all-pur- 
| pose brands drop to less than half 
‘the industry volume in the next 
five years. They have slipped 
from 90.4% to 74.5% since 1948. 
'The loss rate is increasing, not 
declining.” 


Harry Chenoweth and Continental Can 
Build A Bigger, 
Richer Baltimore 


Continental Can, one of the world’s leading 
container manufacturers, is deeply rooted in 
the ever-expanding industrial center of Balti- 
more. Here in Baltimore the Company operates 
two plants. And from here, to all parts of the 
world, flow Continental containers for vege- 
tables, fruits, seafoods, meats, soups, motor oil, 
paint and other products. Continental's techni- 
cal know-how and manufacturing facilities are 
helping to bring better living to more people 
everywhere. 


Bowling enthusiast Harry Chenoweth works 
for Continental. He’s worked there twenty 


eight years. Harry, his wife and three children, 


are important contributors to the expanded 
economy of bigger, richer Baltimore. Harry, 
like the tens of thousands of other industrial 


workers, is producing new spending power in 
the Nation's 6th City! 


Continental, Bethlehem, Bendix, Westing- 
house and a long list of industrial “big-wigs” as 
well as several hundred manufacturers in widely 
diversified lines assure Baltimore of a stable, 
healthy economy. There’s a ready buyers’ 
market for all kinds of products in today’s 
Baltimore. And you can sell more-than-half of 
Baltimore's families when you include The 
News-Post and American in your advertising 
plans. 


Baltimore News-Post 
and American 


Represented Nationally by Hearst Advertising Service 


tobacco distributors and on studies 


of chain and supermarket cigaret 
sales. 

| Mr. Sweetser said tobacco dis- 
\tributors and chain operators 
agreed on two points: 

1. That the industry is in the 
midst of a revolutionary change. 

2. That women are largely re- 
sponsible for bringing about this 
change. 

“You can clearly see the in- 
fluence of women by comparing 
the pattern of national sales with 
the movement of cigarets in super- 
markets where women are the 
main customers,” he pointed out. 
“The newer king-size is rushing 
ahead much faster in supermarkets 
than in the industry as a whole.” 


® Following are sales figures ob- 
tained from a large eastern chain: 


Supermarket National 


Brand Share Share 
Chesterfield (regular) 22% 14.4% 
Camel 19 26.5 
Lucky Strike 14 18.6 
Pall Mall 12 10.5 
Philip Morris (regular) 11 9.2 
Chesterfield (king-size) 6 2.8 
Old Gold | 5.2 
Tareyton 4 3.2 
Raleigh 4 2.1 
Kool 2 2.9 


The speaker pointed out that it 
is easy to see that supermarket 
sales by brands in the eastern area 
are different from the national 
‘figures. The supermarket prefer- 
ences match very closely the fig- 
ures developed by newspaper sur- 
veys of brand preferences among 
men and women. There is a real 
difference between male and fe- 
male preferences in cigarets. 


a Mr. Sweetser referred to a study 
made by the Chicago Tribune 
which showed that men preferred 
regular size cigarets and women 
the king-size. In the past five 
years, sales of regulars have gone 
down 7%, while king-size brands 
have shown an increase of 270%. 

“The type of advertising done 
by many of the big manufacturers 
has been partly responsible for 
this revolutionary change,’ he 
added. “There has been a lot of 
advertising about coughs, throat 
irritations and other ills from 
smoking. Such copy made good, 
strong selling campaigns. It seemed 
to bring results. Men didn’t seem 
to mind, because the evidence is 
that most men continued to smoke 
their favorite brands without re- 
gard for medical claims.” 

Women, on the other hand, did 
mind, because they are health con- 
scious and they worry about 
coughs, throats, lungs and tongues, 
he said. First, they tried holders. 
When the king-size came out slim 
and graceful, it proved pleasing 
to the eye, and smoked cooler. 


= “Women therefore turned to- 
ward king-size, filters and special 
tips,”” Mr. Sweetser said, “because 
such cigarets appeared to offer 
less danger to the smoker.” 
| During the speaker’s discussions 
with distributors, cigar store 
owners and supermarket execu- 
tives throughout the nation, he 
found they agree that the tobacco 
‘industry has not fully appreciated 
|the present power and influence 
of women, 

‘Prior to the war, only about a 
| fifth of the women were smokers,” 
|he said. “Today, more than one- 


| third of them smoke, and their in- . 


'fluence goes far beyond their ac- 
/tual consumption.” 

| For example, in thousands of 
homes when men run out of their 
own brands, they try their wives’ 
king-size cigarets and find they 
like them. 

' Mr. Sweetser also pointed out 
that supermarkets have recog- 
‘nized the importance of women in 
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the sale of cigarets and have acted Ayers Gets Regional WAYS _s§s Miss Noll to Freiberg 


accordingly, which means that Ways, Charlotte, N. C. ABC Jo Anne Noll has | named 

supermarkets are here to stay IN affiliate, has named James S. Ay- | TV script writer and ress for : 

cigaret merchandising. This pre- ers Co., Atlanta, to represent it in Curt Freiberger & ( Denver Gee ie: - 

sents an increasing challenge to the southeastern region. Bolling agency. Miss Noll pre isiy was - ' 

tobacco distributors. Co. represents the station nation- television director fo =» Okla- Hundreds of Ad Agencies rely on Filmack 
“Fortunately these problems rep-| ally. _homa City agency. 


for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of 


resent a tremendous opportunity, f 
for these are the symptoms of a Pillsbury Moves Feed Sales ‘Hillman to Strauche’ © McKim 
healthy economy,” he added. “New! . Pillsbury Mills is moving its na- Edward Hillman J formerly 


brands, new consumption, and new| Sonal fee sles erganization rom with Made Cae nae stop mation. fll animation ond TV sides! 
-- « alt ; t . 
a oe represent ene volume. “provide closer liaison with other | ger for WKRC, has joir © Sirauch- ... Send in your Storyboards for quotes 
Ss offers greater profit Oppor-| feed departments already located en & McKim, Cincim: i agency, 
tunities to the tobacco distributor, | in Clinton.” as radio-television dir «tor. 


because his continued existence is 
vital to every cigaret manufac- 
turer.” 

He pointed out that no cigaret 
manufacturer can exist on leader- 
ship in supermarkets alone. A suc- 
cessful brand must have leadership 
and distribution everywhere. 


= “In the machinery of distribu- 
tion the supermarket is not the 
self-starter,” the speaker stated. 
“A product has to have sales of 
sufficient volume to justify floor 
space in the supermarket. The dis- 
tributor is a key man in helping a 
brand to get consumer acceptance.” 

He predicted that in the next 
five years there will be a com- 
plete change in the advertising 
approach of the major cigaret man- 
ufacturers, new products added to 
the list by all leading producers 
with heavy promotion, and a tre- 
mendous change in sales patterns 
with the Big Five regular brands 
dropping to less than half the in- 
dustry volume. 


= The cigaret vending machine in- 
dustry is currently encountering a 
myriad of puzzling problems, Jo- 
seph Kolodny, managing director 
of the NATD, told the convention. 

Mr. Kolodny painted a bright 
future, generally, for the indepen- 
dent merchant and challenged his 
segment of the business world to 
keep pace with the present dis- 
tributive revolution. 


@Pokane 776 Miles 


“Prelimi , Portland 834 Miles _ POR esierersmne » 

Preliminary estimates show that ro ntl pe TER Ree — 
in 1952 there were over 2,500,000 762 Miles _ Senne Ogden 7 —— ce __ 553 Miles Denver 
vending machines on location, and San Francisco a. cael i “ =. 
approximately 18.4%, or 460,000, a les 735 5 5 Mile Marke 
were cigaret machines,” he said. Los Angele® 
oie ein aie e- A distinctly independent and unified trade area virtually unaffected 
apparently continue to expand, by advertising in coastal cities 700 miles or more distant. 


but its growth is subject to defi- 


nite limitations. It is not the vend- 
ing machine’s function to purvey 
anything that is not the outgrowth 
of pin-point distribution and re- 
sultant public acceptance of the 


ial tick ptt as Wows MOIUYC 15 abstalely tnescifialle wilh 


Some of the problems which 
wholesale tobacco distributors have Ol LT os PY mY me p 
to solve in the vending machine Heal of lhe Cy Dishes e Slverls y 4 
field—where they operate about y ee SnY 
one-half of all the machines—were ses 
listed by Mr. Kolodny as follows: 
1. How to build larger machines; § 
to accommodate more _ brands, 
without making the facility toc 


cumbersome. : 
2. How to place two machines MR EX EC UTIVE an 
on location, if space can be secured, bd 


without a crippling additional in- 
vestment. 


preer > ~ge wee rw - 


Do you know “ISOLATED ' Salt Lake City is the only real test city of its kind 

3. Whether or not to operate as in America? 
at present and suffer a loss of! 2 Sree 
business. It is now the second fastest growing area in the nation and the latest figures | 
Names BBDO for CARE | of just released by the U. S. Census Bureau gives Salt Lake City 300,000 metro- 

Batten, Barton, Durstine & Os- politan buyers. ) 
born, New York, has been named ‘ , : - 
volunteer agency of the Advertis- | Here your message is abso! itcly inescapable with large colorful “heart of the 
iN ite ascents OA “Stev-| city” poster advertising —. thrifty medium in over a billion dollar market. | 
ens, advertising manager, Ameri-| . 3,000,000 money spending tourists visit Utah annually. | 
can Tobacco Co., and volunteer co-| ' | 
ordinator of the campaign since | 


1947. Account executive McDonald; 9 ui Your Adve) (IsINg Agency has all the facts. ; 


Gillespie will supervise the cam-! 
paign. BBDO succeeds N. W. Ayer! 
& Son, volunteer agency for four! 
years. 


Weiss Joins McCann-Erickson | 


Melvin D. Weiss, formerly with | 
the sales department of WEWS, | 
Cleveland Scripps-Howard tele- | 
vision station, has been named; 
business manager for the radio-| 
television department and account | 
executive in the Cleveland office 
of McCann-Erickson. } 
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Wallace Cane Opens Agency | 


Wallace Cane, formerly director | 
of advertising, public relations and | 
merchandising for Associated 
American Artists, New York, has 
opened his own agency, Wallace) 
Cane Advertising, at 247 W. 46th) 
St., New York. 


OFFSET USERS 


NO TYPE USED 
IN THIS AD! 


Anyone in your office can set perfect head- 
lines, body text, with Fototype. Easy, fast, pro- 
fessional. Cuts type costs by as much as 90%. 
Use for house organs, ads, direct mail, catalogs, 
bro« imsse--o0dis ipntoviasaddl Cleon, cherp ches. 
acters... for offset or silk screen reproduction, 


Over 250 styles and sizes. Get free catalog today! 


Sets Battery Drive for April 
Electric Storage Battery Co., 


Philadelphia, will begin an inten- | 


sive industrial publication adver- 
tising program in April to push its 
new T-H Exide Ironclad battery 
line. Geare-Marston, Philadelphia, 
is the Exide agency. 


Rita Jane Lysen to Edelman 


Rita Jane Lysen, formerly with 
the Chicago Tribune. as retail dis- 
play advertising copywriter, has 
joined the staff of Daniel J. Edel- 
man & Associates, Chicago public 
relations consultant. 


Anderson Heads Birge Sales 

Arthur B. Anderson, formerly 
operator of El Rancho Realty Co., 
Lafayette, Cal. has been ap- 
pointed sales manager for Birge 
Co., Buffalo manufacturer of wall- 
paper. 


WERC-TV Increases Power 

WKRC-TV, Cincinnati, has in- 
creased its power tenfold to 250,- 
000 watts. 


‘Department Store Sales... 


WASHINGTON, March 24—Easter | 
is a week earlier this year than. 
last, and department stores re-| 
flected it with a sharp increase in 
sales for the 11th week of 1953, the 
Federal Reserve Board reports. | 

For the week ended March 14,| 
the sales gain over the correspond- | 
ing week of 1952 was 11%. Millin-| 
ery, suits and coats were reported | 
moving in good volume, and ap-| 
pliances were also well ahead of 
last year’s levels. 

Not all of the big stores’ current 
prosperity was based on Easter 
buying, either, for 1953 sales have 
stayed ahead of last year’s during 
the past nine weeks. For the four 
weeks preceding March 14 the sales 
edge over the same part of 1952 
is 8%. The increase for those weeks 
is impressively widespread, with 
only the Minneapolis and New! 


Easter Spurs Sales toa Big Gain © 


York districts showing increases 
of less than 6% (increases in those 
districts were 1% and 3% respec- 
tively). 

For the year as a whole (11 
weeks), the large retailers show 
4% more sales than in early 1952. 
The Federal Reserve Board warns, 
however, that, because of the 
earlier Easter, comparisons during 
March will tend to inflate the 1953 
sales edge. In April, a correspond- 
ing decrease may be expected. 

% Change from ’52 


Week Ended 
Federal Reserve District, Feb. Mar. Mar. 


Area, and City 28 q 14 


UNITED STATES ............ 4 r9 ll 
Boston District ................ 9 13 6 
Metropolitan Areas 
\ 4 | 12 11 —23 
Low7ll-Lawrence ........ a 27 25 
Cities 
Downtown Boston ...... 5 15 10 
Springfield ..................... 7 7 3 
PrOVIGONCE _ ........:.0cce0-00 25 1 1 


New York District ........ 


$1,000,000 IN 
MERCHANDISE 
at less than 12% 


advertising cost 


off 

NATE S. SHAPERO 
President 

Cunningham Drug Stores 


CHES. 8. LARSEN 
Executive Vice President 
Cunningham Drug Stores 


RESPONSE at the cash register. This is proof you get 
just thet in Detroit thre EXCLUSIVE SCHEDULES in 


The Detroit Free Press 


“AMERICA’S MOST INTERESTING NEWSPAPER” 
JOHN S. KNIGHT, Publisher + STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 


BUILDING LOCAL 


cost of less than 1 2% 


major buying power of 


FAMOUS CUNNINGHAM DRUG STORES 
DEMONSTRATE THAT EXCLUSIVE USE OF 
DETROIT FREE PRESS FAYS OFF IN SALES 


IMPACT 


On December 14, 1952, Cunningham Drug Stores of 
Detroit ran a 12-page rotogravure section exclusively in 
the Sunday Detroit Free Press. As a direct result, a total 
of $1,000,000 in sales were made at the 107 Cunningham 
stores in 10 days’ time, or at the rate of $83,000 per page. 


This is an amazing record of results at an advertising 


Response like this has earned for The Free Press the 
heartfelt enthusiasm of all Detroit retail merchants and 
to say that Cunningham's was “pleased” is probably 
the greatest understatement of the year. 


We're proud, too, of this achievement It is another 
dramatic demonstration of the tremendous effectiveness 
of this newspaper in reaching and influencing — the 


the important Detroit market. 


That's the reason why Cunningham's, one of 
America’s most alert and aggressive drug store chains, 
whose 107 stores do an annual volume in excess of 
$40,000,000, uses The Free Press so consistently and 
effectively to build business volume. 
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DEPARTMENT STORE. 
<iliniy SINLES INDEX 3... 


=] 947-49 equals 100” 


} 

‘f4 Week to Mar. 14, ’53* p100 
Week to Mar. 15, ’52*....90 
Week to Mar. 7, ’53*......96 
Week to Mar. 8, ’52*......88 
Week to Feb. 28, ’53*....93 
Week to Mar. 1, ’52*......85 
*Not seasonally adjusted 


pPreliminary. 


Metropolitan Areas 


Metropolitan Areas 


Denver .. 11 5 15 
Topeka ... 1l ® ° 
Wichita ... 7 19 4 
St. Joseph Sai 9 —15 14 
Oklahoma City ............. 10 14 4 
BREE 9 8 4 
City 
Ae 11 19 14 
SE eee 10 12 7 
Metropolitan Areas 
MEL. < kiiiishietnisesetpsnienees 20 14 —2 
PUD Sntinsibnicitailenicsdeinses 4 5 19 
wk ee 5 1 1 
| ee 9 18 13 
eS 10 3 ll 
San Francisco District .. 3 12 15 
Metropolitan Areas 
Los Angeles .................. 12 13 21 
Downtown Los 
IY, \astinicisncscetnnssvuren 11 7 17 
Westside Los 
I i chdsctndlvesisancorss 12 22 
San Diego ... 10 8 
San Francisc 
Oakland ; 6 6 
San Francisco City ... —20 1 0 
Oakland City ............. . —0 16 15 
er 14 9 12 
Salt Lake City .............. —4 14 22 
SIE. scsushatansetaveescesseiosis 0 14 10 
Spokane 8 14 16 
rRevised. 


*Data not available. 


Pepperell Buys ABC's 
Broadcast of Coronation 
Pepperell Mfg. Co., Boston, will 
sponsor ABC’s early morning ra- 
dio broadcast of the Coronation 
 eenaenetenns from London on June 


Lady Pepperell sheets in Coro- 
nation colors will be featured there 
and on the condensed re-broadcast 
which will follow in the evening. 
Benton & Bowles, New York, is 
the agency. 


‘American Family’ Rates Rise 
| Effective with its September, 
|1953, issue, rates for American 
|Family will be increased, with a 
b&w page, one time, going from 
$2,700 to $3,240. The circulation 
rate base at the same time will 
increase from 1,000,000 to a yearly 
average guarantee of 1,200,000. 


Miss Ryder Joins WONS 

Gabrielle Ryder, formerly in the 
advertising-publicity department 
of G. Fox & Co., Hartford depart- 
ment store, has joined the copy- 
writing department of WONS, 
Hartford. 


Appoints Gray & Rogers 
National Drug Co., Philadelphia, 
has appointed Gray & Rogers, 
Philadelphia, to handle its direct 
mail and publication advertising 
to physicians and the drug trade. 


i ae 


eee 2 6 17 
Re 22 10 15 
Ee 2 19 
Cities 
i 
Philadelphia District .... 33 3 5 
City 
Philadelphia .................. 36 r—3 3 
Cleveland District .......... 11 rr? 13 
Metropolitan Areas 
Akron 16 24 17 
Cincinnati 18 6 
Columbus . 23 10 19 
Toledo 12 15 23 
Erie .... 13 —2 19 
Cities 
SS ee 5 11 14 
,... sae 5 —l 10 
Richmond District ........ 34 32 2 
Metropolitan Areas 
Washington _ ............000... 43 5§ —2 
I a cates 27 2 8 
Atlanta District .............. 17S sr 8 21 
Metropolitan Areas 
Birmingham 15 r7 35 
Jacksonville 17 rl 3 
NE ictdsicicsio’ 14 9 ° 
Atlanta ............ 8 r6 12 
NN actin ate dscns 1r2 —1 
New Orleans ................ 34 29 30 
Nashville _ ..........cc0...00 33 34 19 
Chicago District .............. 11 rilO 8 
Metropolitan Areas 
ID ictsbiscaticinndoteeseins 9 7 —1, 
Indianapolis. .................. 15 13 12 
7a 17 10 19 
Milwaukee .................0. 2 10 
St. Louis District ............ 12 7 16 
Metropolitan Areas 
Little Rock .... 7 8 7 
Louisville 12 5 21 
St. Louis ....... iced 14 4 16 
ae 8 15 7 
Minneapolis District .... 7 5 13 
Metropolitan Areas 
Minneapolis-St. Paul .. 8 5 12 
Minneapolis City ...... 7 6 14 
St. Paul City ............. 9 5 9 
Cities 
Duluth-Superior .......... 4 6 22 
Kansas City District .... 10 12 12 
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Housewives Will Give 


the Taste-Test in Ideal Contest Promotion 


Cuicaco, March 25—Housewives | 
can put advertising copywriters on 
the spot, and win prizes doing it, 
in an ad preference contest which 
Wilson & Co. will use to promote 
its Ideal dog food next month. 

The contest, which runs until 
June 1, will seek the pet-owner’s 
advice on which of three Ideal 
sample ads has the greatest ap- 
peal, and why—in 25 words or 
less, There will be approximately 
900 prizes, including a first prize 
of $5,000 and three second prizes 
of $500 each. 

Three classic ad approaches are 
used for the contest samples. In 
sample #1, the appeal goes)! 
straight to the housewife, shown | 
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CHOOSE ONE—Housewives can win prizes” 


by choosing one of these sample ads for | 


Wilson & Co.'s Ideal dog food. This cut 

is part of a page in national magazines 

announcing the contest. Ewell & Thurber, 
Chicago, is handling it. 


smelling Ideal’s “clean, whole- 
some, meaty aroma.” Ad #2 uses | 
the nutrition approach—a cartoon 
cat and dog are shown busy at a_ 
“complete seven-course meal of. 
meat proteins, vitamins, miner-| 
als, etc.’”’ For sample #3 a Gillette- 
type slogan is emp!oyed—the same 
two characters remind you that 
Ideal can help your pet to “Smell. 
Good, Feel Good and Be Good.” 


s Two-color pages will carry the 
three ad samples, together with 
contest rules, in This Week for 
April 5, and in April issues of 
American Family, Better Living, 
Everywoman’s, Family Circle and 
Woman’s Day. 

Along with the consumer con- 
test, Wilson is also holding a deal- 
er’s competition to decide (1) 
which dealer can produce the best. 
tie-in mewspaper ad or mailing 
piece, and (2) who can develop 
the best Ideal contest store or 
window display. The top two 
prizes here are $500 each. Spot 
TV and radio ads will also plug 
the contest. 


s Wilson’s contest is based on the 
theory that there are a lot of 
amateur ad writers among con- 
sumers, according to W. C. Nich- 
ols of Ewell & Thurber Associates, 
Chicago, which is handling the 
promotion. 

“We believe there may be many 
who don’t enter the contest who’ll 
still be attracted to make the com- 
parison in passing. Thus, we’ll get | 
our three selling points across to 
potential as well as actual pet 
owners,” he says. This is impor- 
tant in the pet-owners’ field,’ 


1 Mactadden Say: © omance’ 
Classic Ad Formulas eae Bee. or’ Boeke 
| True Story W en's Group, 
|Macfadden Public ns, is show- 


where the turnover is rapid, he ing a new presenta 1 called “The 


adds. | Wagetown Million: = which argues 
Asked about costs, Mr. Nichols that magazines } its category 
admitted that the entry cost is go- Should not be cé romance 
but rath ‘behavior” 


ing to be high, but added that Pooks, 
Wilson is getting something extra | The tati 

presentatio: 
out of the contest. “We know that | ched new light on © 
our market is thin—that only er market, and to 
about 20% of families buy dog| behavior magazin: 
food. For that reason we thought of social influence 
we'd go for something more than have grown in th: 
just direct sales increase,” he ex-| 

AFA Elects Five 


plained. 
enor rs — 
P | Advertising er: 
NBC Offers PR Firms Service ja; been granted ‘> Vanity Fair 
National Broadcasting Co., New| Mills, New York; the Daily Re- 
York, has inaugurated a_ special | view, Hayward, Ca. ; Paul H. Bol- 
television consultation service|ton-Public Relations, Washington; 


wage earn- 
now how the 

“as vehicles 
and meaning,” 
past 50 years. 
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effective ways to use television. Magazine, Chicago. 
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‘Y&R Promotes Poole 
for public relations companies, de- Home News Publishing Co., New| 
signed to advise them on the most | Brunswick, N. J., and Opportunity | 


February Newspaper 
Linage Inches Up 


New York, March 25—Total ad- 
vertising in newspapers in 52 cities 
was up eight-tenths of 1% in Feb- 
ruary, and 1.7% for the first two 
months of the year, according to 
Media Records. 

Total linage last month was 186,- 
114,916 as compared with 184,639,- 
661 for February of 1951. 

Gains were registered in the gen- 
eral, automotive, financial and 
classified categories. Decreases 


and total display advertising. The 
biggest gainer was automotive, 
from 7,888,506 to 8,720,194 lines. 


W. H. Poole, manager of the To- 
ronto office of Young & Rubicam, 


has been promoted to v.p. 
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SMUDGE-proof 


YOUR ARTWORK Sas 
WITH SPREY 


70c less, SPREY does @ 
better job. SPREY was designed 
for the Artist, Ad Agency, andothers 
in the Graphic Arts Field. It is 100% 
clear Acrylic plastic made to smudge 
»roof your artwork. Simply press the 
button and SPREY covers and pro- 
tects your valuable drawings in sec- 
onds, Goes on clear and stays that 
way. Will not yellow or affect deli- 
cate shades. Adds new dimension and 
sparkle to your work while protectin 
against dirt, moist hands, smear an 
smudge. Dries fast. Artists, Advertis- 
ing Agencies all over use SPREY to 
protect wash a charcoals, 
comps, repro proofs, dummy boxes, 
press clippings, layouts, charts, ete. 


SPREY is Only Sold Direct 
No middleman nm you and us. We pass the 
savings on directly to you. . . and you save up to 70c 
ver can, We want you to judge the merits of SPREY. 
See for yourself that it does a better job for less 
money. Send for 2 trial cans or order SPREY by 
the case (12 cans) for greater savings. There's no 
need to hesitate... no element of risk, SPREY is 
sold with a MONEY BACK GUARANTEE... you 
must be satisfied or your money will be refunded. 
2 cans for $3.00, 6 cans $8.10, 12 cans $15.00. 
Send check with order and we pay postage or we 
bill you (plus postage). Send your order for 
KEh today! You can't ERD better fixative. 
CROLITE INTERNATIONAL 
12 Hollywood Ave., Dept. AG-1, Hillside, N. J. 


It Pays to do business with Lake Shore 


Because Lake Shore is staffed with special- 
ists. Consider, for example, our many engravers. 
One of them is shown above checking register 
on 4-color repositioning and make-up of addi- 
tional units. This operation is being painstak- 
ingly performed on a set of 4-color original 
engravings before moulding for duplicate 
electroty pes. 


This expert specializes in the technique of 
close register patching of color work and 
4-color proofing. This is only one of the many 
highly skilled engraving jobs execiited for Lake 
Shore’s clients. 


This man is just one of many specialists 
located at Lake Shore—ready «© give swift, 
expert service wherever you are. . whatever 
your problem. 


These men have contributed | \uch to Lake 


REILLY ELECTROTYPE * MICHIGAN ELECTROTYPE _ 
«STEREOTYPE DIVISION — 


Zu 


Shore’s high-quality reputation—have been 
largely responsible for such revolutionary 
achievements as the pre-registered R.O.P. pre- 


made ready BISTA MAT—for 


direct casting 


of press plates for daily newspapers. They 
form the backbone of our electrotype company 


—a company with the technig 


ue, personnel, 


and progressive thinking to guarantee you the 


finest reproduction possible, 


A COMPLETE SERVICE FOR: 


Service @ Complete Filing and 


2 Shipping Facilities 


THE ONLY CHICAGO PLANT OFFERING 


Vinylite Electrotypes @ Bishop-Stansell 
Pre-made-Ready Electrotypes @ Centrifugally 
Cast Electrotypes @ Reillytypes @ Reilly 
Plastictypes @ Direct Pressure Mats and 
Stereotypes (Day and Night) Reprint 


\ 


ADVANCE INDEPENDENT 


ELECTROTYPE DIVISION 
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Much More Advertising Needed: Lasser 


New York, March 25—‘We 
badly need more advertising. 

“Without it we'll move at a 
much slower pace. Sales will drop 
off. Less people will be needed for 
jobs. Then we really could begin 
to get into a lot of trouble in this 
economy.” 

This advice is given by J. K. 
Lasser, accountant, tax authority 
and chairman of Institute of Fed- 
eral Taxation, New York Univer- 
sity, in an “Agenda to Keep Busi- 
ness Out of the Doghouse,” pre- 
pared for Associated Business Pub- 
lications. 

“Ours is really an economy 
based on created wants, not one 
expanding only by producing and 
selling necessities,’ Mr. Lasser 
says. “So research and promotion 
are the obvious keystones for all 
of our development. 


= “If defense spending is going to 
be cut, we obviously have to fill 
the gap with more consumer spend- 
ing. That means more research, 
more products and more advertis- 
ing. If government defense spend- 
ing is to be cut by $10 billion, it 
means more consumer purchases 
are needed to hold our production 
lines. 

“Luckily, the climate is right 
to prepare for that now, by spend- 
ing for research and promotion. 
All of the money poured into the 
system is deductible, even while 
it is building strength in business, 
and for our country. 

“Between 1940 and the end of 


,of products is moved to the con- 
| sumer. 
| 


a “These are the great social 
‘forces fertilizing markets, produc- 
‘ing sales, creating new wants, 
|making possible new industries 
-and new jobs. 
| “Just as important, these are the 
firm basis for more taxes. They 
|stimulate sales, and production, 
and job-giving pay. This is the life 
blood of our economy.” 

Single copies of the booklet may 
be obtained without charge from 
ABP. 


Morris Heads Griesedieck 


John H. Morris, v.p. and general 
manager, has been elected presi- 
dent of Griesedieck Western Brew- 
ery Co., Belleville, Ill., succeeding 
Edward D. Jones, who becomes 
board chairman. Elected v.p.s are 
William H. L. Smith, sales mana- 
ger; Hans Saemann, acting adver- 
tising director, and Thomas V. Fox, 
city sales manager. 


There Are Three TAA Inc.s 


In order to pre. ent any possible 


confusion, Teley.:ion Advertising 


Associates Inc., an advertising 
agency with offices in Baltimore 
and New York which is known as 
TAA Inc., wishes it made clear 
that it is in no way connected with 


|Televideo Affiliates of America, a 


bankrupt television repair com- 
pany (AA, Feb. 23), and TAA Inc. 
of New Jersey, also a television re- 
pair firm. 


Watson Co. to Bo Bernstein 


Watson Co., Attleboro, Mass., 
sterling silver manufacturer, has 
appointed Bo Bernstein & Co., 
Providence, to handle advertising. 
The company wil! use newspapers, 
magazines, trade publications and 
dealer aids. Previously, Horton- 
Noyes Co., Providence, had the ac- 
count. 


Tide Water Promotes Hughes 

Donald J. Hughes, export ad- 
vertising assistant, has been ap- 
pointed assistant advertising man- 
ager of the eastern division of 
Tide Water Associated Oil Co., 
New York. 


| 
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NOT FOR RUSSIA—Alloy Rods Co., York, 
Pa., is running this ad in Business Week 
and welding trade papers showing (at left) 
/an example of poor welding technique 
found on a captured Russian tank and the 
Alloy method. The agency for Alloy is W. 


Advertising Age, March 30, 1953 


| Western Trade Papers Vie 


| The Western Society of Busi- 
|mess Publications will hold its 
fifth annual achievement awards 
/contest in 1953. Deadline is April 
|12. Winners will be announced 
| May 12. The contest is open to all 
| industrial, trade or business publi- 
‘cations supported by advertising 
|in the 11 western states or main- 
taining a western representative. 
Details may be had from the Con- 
test Committee c/o Jenkins Pub- 
lications, 198 S. Alvarado St., Los 
Angeles. 


Bradley, Glenn Elected V. P.s 

Doherty, Clifford, Steers & Shen- 
field, New York, has elected Ron- 
ald C. Bradley, account executive, 
and Norman W. Glenn, director of 
broadcast planning, v.p.s. Mr. 
Bradley joined the agency in 1946. 
Mr. Glenn was with National 
Broadcasting Co. before coming 
to the agency in 1951. 


Newman, Lynde Moves 
Newman, Lynde & Associates, 

Jacksonville agency, has moved 

to new quarters at 1628 San Marca 


H. Long Co., York, Pa. 


Blvd., South Jacksonville. 


1951,” Mr. Lasser points out, “our | 
investment in production facilities 
rose 1,000%; number of manufac- | 
turing plants increased 45%; gross | 
national product more than trebled. | 
: | 
| 
= “Yet, in the same period,” he 
says, “our expenditures for adver-_ 
tising dropped from 3% of the na- | 
tional income to something around | 
2.4%. This can only lead us to dis- | 
tress. 

“Needed now is the shot-in-the-_ 
arm that forces American business | 
to accept its full responsibility. It 
has got to move more rapidly into | 
more research, more planning to 
sell its product more effectively. | 

“Only crackpots talk of research 
and advertising as wastes,” Mr. 
Lasser says. “They just do not un-| 
derstand the need for research and | 
advertising in our economy. To- | 
gether these expenditures make | 
sure that an ever-increasing flow 


Would You Flunk This 
Simple High-School Test? 


Q@: Which is the only national 
advertising medium that takes 
your message directly to the 
influential high-school youth 
market with a weekly net paid 
circulation of 1,200,000 in 
the classroom? 


Q@: Which is the only national 
advertising medium that is 
used as a teaching aid in 
junior and senior high schools, 
and is read and studied each 
week by nearly four million 
students and teachers? 


Q@: Which national advertising 
medium is used regularly to 
reach high-school youth by 
such advertisers as General 
Electric, DuPont, AT&T, 
United Fruit, Mutual Benefit 
Life, W. A. Sheaffer, E. R. 
Squibb, American Bakers As- 
sociation, and many others? 


Answer: 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue 
New York 10, N. Y. 


2 hours wide, 4 weeks deep... 


ONCE over the Appalachians, the sun travels 
westward almost two hours before meeting 
mountains again ... crosses some fifteen 


hundred miles of rolling country, level land 


lined with meridians of man-made reads, prairies 


that seem to meet the sky... Long ago when 
the earth was new, this great central valley 
was the scene of the sun’s great victory... 


Bare of earth, water, insulating atmosphere, 
the young globe cooled quickly, and during its 
solstices piled successive snows upon its poles. 
Under its growing weight, the North polar pile 
pushed downward in defiance of the sun. 

Three times or more, the miles-deep ice sheets 
swept the North American continent, channeled 
between eastern and western mountain ranges... 
scraped away the hills, and rolled the rock shards 
to boulders, ground the stones to sand. 


But the sun finally triumphed, left the seared 
ice sheets a great inland sea between mountain 
ranges. As the sea shrank, green jungles grew on 
the widening shores. And millions of seasons of 
vegetation on glacial silt gave this great valley the 


continent’s deepest, richest deposits of topsoil. 
Weatherwise the valley is favored by flanking 
mountains that wall out sea changes, and keep 
the seasons intact, the climate compact. 
Charleston gardens bloom a good ten weeks 
ahead of those in Gloucester, Mass. Combine 
crews start cutting Panhandle wheat in late May, 
finish in Saskatchewan with September frosts. 
But mid-continent, Spring in a single month 
spreads from Oklahoma to Minnesota. Seedtime 
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and harvest, South to North, is four weeks long. 
And the land flourishes and fallows in evenly 
spaced six month periods, without the extremes 
of latitudes above and below. 


Narvre laid down this American heartland, 
two hours wide and four weeks deep . . . fifteen 
states favored with rich soil and kindly climate— 
the agricultural capital of this country. ‘ 

These fifteen states have 42% of the country’s 
farms, and 64% of the farmers selling more than 
$5,000 in farm products a year...produce about 
two-thirds of the nation’s food ...72% of the 
corn, 64% of the wheat, 75% of the hogs, 53% of 
the cattle and calves, 58% of the chickens, 62% of 
the eggs, and 70% of the milk products sold. 

Heart states farmers not only have better land 
but better brains and methods, larger individual 
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Weekly Newspaper 
Circulation Totals 
20,944,000: Ayer 


PHILADELPHIA, March 24—Week- 
ly newspapers in the U. S. topped 
20,000,000 paid circulation in 1952 
for the second straight year, ac- 


cording to the 85th annual edition | 


of N. W. Ayer & Son’s “Directory 
of Newspapers and Periodicals.” 

Average weekly circulation was 
20,944,000, slightly below the all- 
time record of 20,958,000 set in 
1951, Ayer found. 

There are 9,782 weekly papers 
in the country, it reports. Of these, 
9,423 are published once a week, 
330 twice weekly and 29 three 
times a week. The total represents 
a drop of 163 from the preceding 
year, mainly as a result of mergers. 

Circulation figures for most of 
the weeklies are based on affida- 
vits supplied by publishers to local 


post offices. Most of the remaining | 


|About 8% of the weeklies do not 
supply circulation figures of any 
kind. 
_ Free or partly free circulation is 
| not included in the total of 20,- 
944,000. Last year, 452 weeklies 
listed their circulation as free or, 
partly free. Of these, 56 were, 
shopper publications devoted to) 


‘advertising rather than to news. | 
} 


Pabst May Extend TV Bouts | 


Pabst Brewing Co., Chicago, may | 
increase coverage for its Wednes- | 
day night “Blue Ribbon Bouts” on 
TV from over 66 stations to 100) 
stations, because of added stations | 
\made available since the televi-| 
sion “unfreeze.” The expansion) 
pends successful conclusion of the 
brewer’s plans. If the move is con- 
cluded, Pabst says, it will have the 
largest network of TV stations of | 


jany national advertiser. Warwick | 
& Legler, New York, is the agency. 
F oltz-Wessinger Joins 4A‘s 


Foltz-Wessinger, Lancaster, Pa., 
has been elected to membership in 


weeklies provide estimates of paid| the American Assn. of Advertising 
circulation to the Ayer directory.| Agencies. 
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COMPROMISE—The artwork for this No- 
Mend Hosiery Co. ad in the April Vogue 


wine Ate 


originally had the heods in their ac- | 


customed place on top, but the company 

cut off the legs and put them in the fea- 

tured position while still showing pretty 

Easter bonnets. Al Paul Lefton Co. is the 
NoMend agency. 


Business and TV 
Film Makers Form 


Trade Association 


Cuicaco, March 25—A national 
trade association for the burgeon- 
ing TV and business film produc- 
tion industry got its formal launch- 
‘ing here last week, as association 
directors ratified charter member- 
ships for 14 producers. 

To be called the American 
Assn. of Film Producers, the group 
| will be headquartered at 7064 N. 
Sheridan Rd., Chicago. Officers 
‘include George T. Becker of 
Vogue-Wright Studios, Chicago, 
president; James A. Kellock, Wild- 


** ing Picture Productions Inc., Chi- 


cago, v.p.; Joseph G. Betzer, Sarra 
Inc., Chicago, secretary; Lawrence 
P. Mominee, Atlas Film Corp., Oak 
Park, II1., treasurer. 


} 


|@ Members at large of the board 
_of directors are George B. Finch, 
fe Handy Organization, Detroit; 


Reid H. Ray, Reid H. Ray Film 


investments in land, buildings and equipment 
than farmers elsewhere. They own and use more 
machinery—63% of tractors, 71% of combines, 
and almost nine of ten farms are electrified. 
And they earn more than half of the total national 


farm income. 
In these fifteen 


choicest class markets in 


SUCCESSFUL FARMING subscribers 
have had a dozen unprecedented ¢ Y 


years of good crops, good 


have reduced their debts, 
billions, spent billions, have billions 


yet to spend. 


Heart 
FarMinG has 90% of its 1,250,000 circulation. SF 
Heart states’ subscribers have an average income 
in excess of $10,000 (more than 60% ahead of 
the national farm average)...are one of the 
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states SUCCESSFUL 


the world today. 


prices: 


Say ed 


Because general media n 


penetration—to bal: | 
Late advertising schedules 
f———”*«SNs segment of national b 


a 


farm family sales 


After the War, they replaced equipment, added 
labor saving machinery. Now the farm family is 
spending steadily, building homes and remodeling 
old ones, installing more bathrooms and modern 
kitchens, refurnishing and decorating. 

SUCCESSFUL FARMING has 
families for fifty years, has ea ied their respect 
and confidence. It is tuned and tailored to their 
requirements 


served these farm 


~is the business mentor, operating 
manual, technical guide for f 
the farm family. 


m business, and 


rely fringe this 
otential, national 


advertisers need S: cessrUL FARMING 


for its important i 


ing power. 


fluence and deep 
ce their national 
‘o tap this major 


Successful Farming ... service medium to 


the nation’s best farm families, concentrated in the fifteen agricultural Heart slates 


where farmers mean big business! .. . Get the facts at any SF office 


Meredith Publishing Company, Des Moines... New York, Chicago, Cleveland, Detroit, Alanta, San Francisco, Los Angeles 
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Industries, St. Paul, and Fred A. 
Niles, Kling Studios, Chicago. An- 
nounced aims of the new federa- 
tion include educational efforts 
among sponsors, improvement of 
technical standards and general 
interchange of ideas and informa- 
tion on industry problems. 


Set Push for Blue Lake Beans 


The Associated Blue Lake Green 
Bean Canners, Salem, Ore., plans 
a “bigger and more dynamic” na- 
tional campaign for its second 
year, starting this spring. Empha- 
sis will be given to the use of this 
canned bean variety in restau- 
rants, hotels and hospitals, as well 
as continuing to boost consumer 
demand. Campaign details, to be 
announced later, include inter-in- 
dustry promotions, store displays, 
combination meal recipes and ad- 
vertising in national magazines, 
business and institutional publica- 
tions. Geyer Advertising, New 
York, is the agency. 


Hunt Adds Two A.E.s to Statt 


W. H. Hunt & Associates, Los 
Angeles agency, has added two ac- 
count executives to its staff. They 
are G. Thatcher Darwin, formerly 
sales and advertising manager of 
Runyan Mfg. Co., maker of auto- 
motive accessories, and Neil M. 
Elliott, previously an account ex- 
ecutive with Barton A. Stebbins 


| Advertising Agency, Los Angeles. 


‘Home Modernizing’ Bows 


Home Modernizing, semi-annual 
magazine for homeowners, has 
made its appearance throughout 
the country. The sister publication 
to Small Homes Guide first hit the 
newsstands on March 17. W. Wad- 
dy Woods, Chicago, is the pub- 
lisher. 


THE NORFOLK 
NEWSPAPERS, 


INC, 


page advertisement 
on page eleven in 
Advertising Age 
March 23rd issue 
should have con- 


tained the numerals 


97,608,092 
and 
40,482,962 
instead of 
77,905,967 
and 


68,302,110 


respectively. 
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Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The sixth annual Market Data Section of ApvEeRTISING AGE 
will appear in the May 11 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, more than 1,200 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for nearly 37,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1952, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 15, 1953. 

Market data material scheduled for publication before Sept. 
1, 1953, will be listed in a “not yet published” tabulation, pro- 
vided that 50-word description of each such item reaches 
ADVERTISING AGE before April 15. The description must include 
probable date of publication and any conditions attached to dis- 
tribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, Apvertistnc AcE, 200 E. 
Illinois St., Chicago 11, with any necessary explanatory notes. 


Bills Restricting Liquor Advertising Are 
Before 8 State Legislatures, AFA Reports 


New York, March 25—Anti-|mission authorizes and allowing 
liquor advertising bills seem to be | radio but no TV advertising, and 
pouring into state legislatures this | (3) forbid outdoor advertising in 
year at a heavier rate than usual,;dry municipalities or allow the 
according to the latest legislative| state commission to make “rea- 
news bulletin of the Advertising | sonable regulations” concerning 
Federation of America. | brand advertising in these areas. 

Here’s a rundown on some of) 
the state liquor bills in the hopper: |s A Minnesota bill asks restric- 

In Idaho a bill to curb liquor ad-| tions on advertising and display of 
vertising is threatened. Several alcoholic beverages so that they 
bills in the Maine legislature would | will not artificially stimulate con- 
limit advertising (1) to a moderate | sumption or counteract temperance 
statement of the qualities distin- | education. In Nebraska there is a 
guishing a specific brand; (2) to| proposal to ban all liquor advertis- 
such form as the state liquor com- | ing except beer. 


spring drive for Norge upright freezers and 
pages featuring the team are set for Better 


TEAMWORK—This colur spread in the March 23 Life started a 
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Ebony, Farm Journal, Good Housekeeping, Ladies’ Home Jour- 
nal, Progressive Farmer and Sunset Magazine next month. J. 
Walter Thompson Co. is the agency for the Norge division. 


The North Dakota senate has 
passed a bill which asks Congress 
to prohibit liquor advertising in 
newspapers and magazines. South 
Dakota proposes to prohibit all al- 
coholic beverage advertising and 
has a second proposal to ask Con- 
gress to prohibit liquor advertis- 
ing in interstate media. 

The United Dry. of Texas have 
asked the legislature to impose 
more controls on radio and TV 
liquor advertising. The Iowa sen- 
ate has passed a bill forbidding 
grocers from having more than one 
sign inside their stores advertising 
beer for sale (AA, Feb. 23). 

An Oregon bill proposes that no 
manufacturer shall advertise any 
liquor within the state through 
newspapers, magazines, outdoor, 
radio or TV. 


# Optometrist associations seem to 
be waging a_ concerted drive 
against misleading advertising in 
that field, the bulletin reports, not- 
ing additional optometry bills in 
the works in Texas, Pennsylvania, 
Indiana and Minnesota. 

Outdoor advertising, frequently 
a legislative whipping post, is the 
subject of five regulation bills in 
Massachusetts and one in Oregon. 

The bulletin points out that very 
often government employes, rather 
than legislators, are an important 
factor in legislative threats to ad- 
vertising. 

“These people advise legislators 
and draw up bills and interpret 
them in execution. They set up) 
committee hearings and sometimes | 
select and even influence some of. 
the witnesses at these hearings. | 
They know the inside ropes and) 
hence are influential,” the bulletin | 
says. 


Bing Crosby Signs Ohio Oil 


Bing Crosby Enterprises, Los! 
Angeles, has signed Ohio Oil Co., | 
Findlay, O., as the first regional 
sponsor for its new “Crown Thea- 
ter” telefilm series. The company 


will sponsor the show in Colum-.| 
bus, O., Dayton, Toledo, Grand 


| Rapids, Mich., Louisville, Indiana- 


|polis, Kalamazoo, and Bjooming- 
ton, Ill. Stockton, West, Burkhart | 
|Inc., Cincinnati, is the Ohio Oil) 
agency. 


AFA Appoints Cagle 


Gene L. Cagle, president of the 
Texas State Network and presi-| 
dent and general manager of 
KFJZ, Fort Worth, has been ap-) 
pointed to the board of directors of | 


fithe Advertising Federation of 


| America, New York, to fili the un- , 
expired term of Mrs. Oveta Culp 
Hobby, who has resigned. Mrs. 
Hobby is now Federal Security 

| Administrator. 


Research Criteria 
Explained by ARF 


ATLANTA, March 25—The Ad- 
vertising Research Foundation will 
soon send a booklet to all subscrib- 
ers, “Criteria for Appraising Mar- 
keting and Advertising Research,” 
as part of its “responsibility for 
what happens to advertising in the 
years to come.” 


Edgar Kobak in a talk before the 
fourth annual Advertising Insti- 
tute sponsored by Emory Univer- 
sity. 

Among the new projects peing 
developed by ARF at this time 
are: 

1. A committee to explore and 
report on the status and develop- 
ment of motivation studies in the 
advertising field. 

2. A project to determine who 
buys certain types of so-called 
men’s products and the relative 
influence of men and women on 
the act of purchasing or the pur- 
chase decision. 

3. A committee to explore the 
development of an economic and 


|marketing data project on a long- 


range basis. 


@ ARF projects currently in the 
works, as outlined by Mr. Kobak, 
include a study of radio-TV rating 
methods, a study of printed adver- 
tising rating methods and an anal- 
ysis of ARF readership data. 
Mr. Kobak declared that ARF 


does not compete with any pro- 


; ‘ fessional or commercial research 
This was revealed by President 


organization. 

“The foundation uses the serv- 
ices of many of the research com- 
panies,” he said. “ARF creates 
work for such organizations and 
through its counsel and leadership 
the foundation believes that its 
work will prove to be beneficial 
to private research companies.” 


Briggs Joins KH], Los Angeles 

Marvin Briggs, formerly com- 
mercial manager with KNAK, Salt 
Lake City, has joined the sales 
staff of KHJ, Los Angeles. 


Brent Heads WIP Sales 


Ralf Brent, director of sales at 
WIP, Philadelphia, has been pro- 
moted to v.p. and director of sales. 
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Quality Main Cause 
for Brand Switching, 


According to Survey 


New York, March 24~—People 
change brands because of product 
quality, more than for any other 


reason, according to a survey re- 


ported in the March issue of Dun’s 
Review. 


The survey showed that this is 


true in 20 of 21 product classifica- | 


tions studied. In the other—furni- 
ture—suggestions of sales people 
and style had a greater effect in 


changing buyers from one brand | 


to another. 

The survey was directed by 
N. H. Comish, professor of busi- 
ness administration at the Univer- 
sity of Oregon. He also found that 
the second most important reason 
for changing brands is price, gen- 
erally. Third most important is 
the power of advertising. “The 
suggestion of a friend” and sales- 
manship ranked fourth and fifth, 
respectively. 


= The report says that, among the 


3,755 Oregon consumers covered 
in the survey, only 120 have failed 
to make any brand switch in the 
past six years. The other 3,635 
changed brands 24,401 times in 
that period. 

Prof. Comish found that price 
importance varies considerably 
among product groups, although it 
averages as second in importance 
generally. It is only half as im- 
portant in the bakery goods group 
and one-fourth as important in 
the furniture field as in all 21 
groups as a whole. 

He believes the survey is most 
significant in that it indicates con- 
sumers change brands frequently 
and do so for a variety of reasons. 

“Armed with these facts,” he 
says, “producers and middlemen 
can induce more consumers to 
change brands by more effective 
advertising and better salesman- 
ship. For nearly all the high unit 
cost items considered, effective 
salesmanship changes more brands 
than any other factor. If applied 


properly, it could change a greater | 


number of brands in the instance 
of lower unit cost items.” 


Sam Ballard Leaves 
Gardner Advertising Co. 


Sam M. Ballard, v.p. and a di- 
rector of Gardner Advertising Co., 
has resigned from the agency. He 
will announce his 
future plans after 
an extended va- 
cation. 

Before joining 
Gardner in 1937, 
Mr. Ballard was 
with Brooke, 
Smith, French & 
Dorrance. At 
Gardner he was 
account executive 
for Monsanto 
Chemical Co. and 
has written virt- 
ually all national magazine copy 
for the account. From 1947 until 
1951 he was in charge of the agen- 
cy’s New York office as executive 
v.p. in charge of eastern operations. 
He returned to St. Louis as chair- 
man of the agency’s 
committee. 


Sam M. Ballard 


Plan Direct Mail Day in N. Y. 


Direct Mai! Day will be ob- 
served in New York May 6 with 
an all-day program at the Roose- 
velt Hotel. The meeting will be 
sponsored by 34 national and lo- 
cal advertising and graphic arts 
groups. Frederic H. Gamble, presi- 
dent, American Assn. of Advertis- 
ing Agencies, will be honorary 
chairman. 


‘Extension’ Moves Ad Oftice 


Extension, Chicago, national 
Catholic monthly, will move its 
advertising department to 520 N. 
Michigan Ave. on April 1. Head- 
quarters of the Catholic Church 
Extension Society and all other de- 
partments of the magazine will re- 
main at 1307 S. Wabash Ave. 


|Hudson Dealers Sign Murrow 


| The Hudson Dealers Assn. of the 
| Pacific Coast has signed to sponsor 
‘the Monday, Wednesday and Fri- 
|\day broadcasts of “Edward R. 
|Murrow News” on 23 stations of 
'the Columbia Pacific Radio Net- 
work. Brooke, Smith, French & 
|Dorrance, San Francisco, is the 


| agency. 


2 Name Yambert-Prochnow 


Bowie Pies, Los Angeles, for- 
merly handled by Welch-Hollander 
Advertising, Los Angeles, and 
General Electric Supply Co., Los 
Angeles, previously handled by 
Ross, Gardner & White, Los An- 
geles, 
Prochnow, Beverly Hills, Cal., to 
‘handle their advertising. 


Keller-Crescent Names Four 
Keller-Crescent Co., Evansville, 
Ind., agency, has appointed Claire 
Adler head of creative planning. 
C. C. Palmisano will head radio 
and television activities. J. D. De- 
Vaun, formerly associated with 
Triangle Advertising Agency, Chi- 
cago, has joined the creative staff. 
Lee Edmiston has returned as copy 


have appointed Yambert- | 


¥ PR 
ONE-COAT 


VELeeR Feat 


watt Teamet 


Ane 
, Sever 
By °*O88 pany 


Sa 


EYE-CATCHER—This preti, blonde,  al- 
though made of cardboar«. is drawing at- 
tention to a new mobile display which 


Forbes Lithograph Co. gc! up for DeVoe 
& Raynolds’ new wall enomel. J. Walter 
Thompson Co. is the agency. 


chief and media director following | 
an extended leave of absence. 


Hicks & Greist Adds Two 


Richard Creedy, formerly with 


Albert Frank-Guenther Law Inc.,! §@ 


and Richard Flanagan, previously | 
with the advertising department of 
Lightolier Inc., have joined the| 
copy staff of Hicks & Greist, New | 
York. 
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LIKE CALIFORNIA WITHOUT THE 


BILLION DOLLAR VALLEY OF THE BEES 


Don’t miss the “meat” of the California market — the Billion Dollar Valley 
of the Br es. This inland area has more buying power than San Francisco a 
and Oakland combined. So make sure your schedule includes the Valley’s sf 
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Miss Waterman Gets PR Post 
Elsa Waterman, with WLW, Cin-. 


seas. 


| Exec, Account Move to Grubb 
John H. Cleland, formerly ac-| 


cinnati, for 20 years, has been count executive handling Minne- | 
named public relations director of apolis & St. Louis Railway with | 


Rainbow Springs, Fla. 


MARKET. 


. COVFRED ONLY BY’ 
ORLANDO SENTINEL- STAR 


MORNING EVENING SUNDAY =. 
LANDO, FLORIDA 


BURKE, KUIPERS G MA 


Addison Lewis & Associates, Min- | 
|neapolis, has become a partner | 
‘and account executive of Ed- 


ward Grubb & Co., Minneapolis. | St t b S 
The railway account has anes a e y tate 


with him. 


= | Kroger Consolidates Offices | 


Division offices of Kroger Co., 
|'now in Chicago, St. Louis, Louis- 
ville and Cincinnati, will be moved 
to the general offices at Cincinnati. 
The step is in the interest of great- 
er operating efficiency, Joseph B. 
Hall, president, said. 


DiMarco Gets PR Account 


Signature Vintners, San Fran- 


cisco, has named DiMarco-von | 


Loewenfeldt Associates, San Fran- | 
cisco, to direct public relations for 
Signature wines and champagne. 


|Harrison Gets Leather Maker 

| St. Thomas Leather Goods, Glo- 
| versville, N. Y., has appointed Les- 
iter Harrison Inc., New York, to 
|handle its advertising. 
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doer) recs ITS Ol ATER CHE TIME! 


Varies Widely 


New York, March 25—Wine 
consumption is certainly local, ac- 
’| cording to findings of a national 


/wine report published by Amer- sisiaik iil aid allies acacia 
ican Magazine, covering 1951 con- cove ta bet teat ‘ean oll doenge. You'll seve money on 
sumption. eager phone mith «sew Pureister Befill on the ie 


The report shows, for instance, 
that table wines account for only 
1.2% of all wines used in West) 
Virginia but 66.7% of all wines 
used in Massachusetts. Dessert, SPRING REMINDER—This two-color spread will appear in the April 4 issue of The 
wines, which account for 28.1% Saturday Evening Post to remind motorists that April is Purolator Products’ big 
of the Vermont market, range up %eas0n for oil filter changes. Smaller space versions are also scheduled for Collier's, 
to 97.3% of the North Carolina | Life and Look through J. Walter Thompson Co., New York. 


voters QOL PIELTESR 


market. Vermouth, which accounts 
for 0.4% of Utah’s consumption, is, champagnes. Only 0.3% drink) 20,388,338 gallons; New York is 
used by 7.3% in New York, which} ‘them there, against 2.6% in the | second, 20,082,831 gallons. The two 
is well within the martini belt. Washington, D. C., market. | states accounted for about a third 

North Carolina doesn’t care; California is the top wine- -con-|of the 121,540,716 gallons consumed 


much for the sparkling wines and| suming state in this recap with in the U. S. in 1951. 
| Where they differ is the inter- 


It’s the nearest approach to perpetual 
motion for displays... a metal stnfp that Thes 
relaxes when hot, contracts when cold, gives 


an endless variety of animation in displays. 


Operated by the heat of a 40 watt bulb, 


it works as long as the bulb is lit. And will —_ approval 


work indefinitely—at the inconsiderable 
cost of the current consumed by the bulb. 
Gives motion with light, at the mere cost 


of electric light! 


Typical adaptations are the leg-waving, 
eye-catching Mojud Hosiery girl... and 
the Nuron display, with the Biltrite cobbler 


that delivers more advertising for 


popping in and out of the lighted slot. The | Freeman 3 
Nuron display is two-sided ...both displays _ with display! Call, wire or write... pane SERVICE | IE Soom Named McIntosh A.M. 


Einson Freeman Co. tne. 


Always animated with display ideas 
Starr & Borden Avenues ¢ Long Island City, New York 


cost, higher in effectiveness, longer-lived, 


your dealers, 


your display dollar. Made available 
by Einson-Freeman, of course, and 
another instance of how Einson- 


‘esting part of this survey, which 
|clearly limns the variations in 
‘drinking in geographical areas. 
Californians drink 20.7% of U.S. 
table wines, 14.9% of total des- 
sert wines, 16.1% of sparkling 
wines and champagnes, and 19.6% 
of U. S. vermouth. New Yorkers 
drink 19.9% of U. S. table wines, 
14% of total dessert wines, 23.7% 
of sparkling wines and champagne, 
and 33.5% of all vermouth (ob- 
| viously, there’s a reason for call- 
|ing a Manhattan a Manhattan). 
| 


|s Examining two major states for 
‘comparable purposes, Pennsylva- 
/nians drink 6.2% of table wines, 
'8.8% of dessert wines, 4.7% of 
|sparkling wines, and 3.6% of ver- 
/mouth; Illinoisans drink 7.1% of 
U. S. table wines, 5.8% of dessert 
wines, 8% of sparkling wines, and 
'6.8% of vermouth. 

_ These are all states in the 
/wine belt, which may be said to 
include New England, the Middle 
Atlantic and East North Central 
| states, and California. Thus Massa- 
{chusetts (4,160,870 gals.) out-con- 
/sumes Texas (3,412,984). 

Texas, incidentally, consumes 
1.8% of table wines, 3.2% of des- 
‘sert wines, 4.4% of sparkling 
wines, and 0.5% of vermouth. 


\s As the study—prepared for 
| American by B. W. Corrado— 
|'shows, dessert wines are still the 
toast of American palates. Of the 
121,540,716 gallon total, dessert 
wines accounted for 81,035,413 
gallons, table wines 34,349,621, 


serve as night lights for the dealers’ stores. ‘vermouth 4,361,975, and sparkling 


wines 1,793,707. 


implicity and the durability of the ch Sane Ges avenaued frum 


device makes animated displays lower in data of the Wine Iustitute, state 


tax reports, reports of the Al- 
cohol & Tobacco Tax Division, 


easier to install. And sure to get the pleased mer 2S ad state reports and other 
so ° 
and enthusiastic cooperation of The wines included in the vari- 


ous classifications are: 
Table: Barbera, Barberone, Bur- 


Ask us to suggest for your particular —— oa, Sa, Se, 
Rhine wine, Riesling, Sauterne, 
use an adaptation of the mystery motor zinfandel; Dessert: Angelica, 


Kosher wines, Madeira, Marsala, 
muscatel, port, sherry, tokay; 
Sparkling wines and champagne: 
Asti spumanti, Burgundy, cham- 
pagne, Moselle, muscatel, Rhine, 
Sauterne; and vermouth: dry and 
sweet. 


can help you do more ‘GUARANTEED 


Edward P. Leech, president of 
| Leech Advertising Co., Cleveland, 
jhas been appointed advertising 
manager of McIntosh Laboratory 
| Inc., Binghamton, N. Y., maker 
| of high fidelity amplifiers and 
| speakers. 


Forsberg Appoints Church 


Archer E. Church, with News- 
week for 14 years, has joined 
Franklyn Forsberg, New York 
publishers’ consultant, as a man- 
‘agement consultant. 
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Coming 
Conventions 


*Indicates first listing in this column. 

March 31-April 2. Point of Purchase Ad- 
vertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 

April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

April 20-23. National Premium Buyers 
Exposition, 20th annual, Conrad Hilton 
Hotel, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 23-25. American Assn. of Ad- 
vertising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 3lst 
annual convention, Biltmore Hotel, Los 
Angeles. 

April 30-May 3. American Women in 
Radio and Television, Biltmore Hotel, 
Atlanta. 

May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 1-3. Advertising Federation of 
America, Fourth District convention, 
Floridan Hotel, Tampa, Fla. 

May 3-6. National Newspaper Promotion 
Assn., annual convention, Fort Shelby 
Hotel, Detroit. 

May 6-8. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

May 13-15. National Assn. of Transpor- 
tation Advertising, annual convention, | 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

May 18-19. Magazine Publishers Assn., 
34th annual meeting. The Greenbrier, 
White Sulphur Springs, W. Va. 

May 21-23. Southern California Adver- | 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting. Congress Hotel, Chicago. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

*June 8-10. Assn. of Newspaper Classi- 
fied Advertising Managers, 33rd annual 
convention, Hotel Chase, St. Louis. 

June 10-12. American Marketing Assn., 
summer meeting, Montreal, Can. ! 

June 10-14. National Business Publica- 
tions, annual meeting, The Broadmoor, 
Colorado Springs, Colo. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

June 27-July 1. National Assn. of Dis- 
play Industries, ‘‘Christmas Convention,” 
Conrad Hilton Hotel, Chicago. 

*July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 


cago. 
Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 


Hotel Statler, Detroit. 

*Sept. 30-Oct. 2. Direct Mail Advertis- 
ing Assn., 36th annual conference, Hotel 
Statler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 


Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, | 
Penn Harris Hotel, Harrisburg. 

Oct. 12-15. Financial Public Relations | 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. | 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fila. 


Culberg Adds Duties at Ekco 


Jack J. Culberg has been pro- 
moted to the new position of as- 
sistant v.p. in charge of house- 
wares sales for Ekco Preducts Co., 
Chicago. He will continue to head 
the premium and specialty sales 
division. 


Agency Opens in Houston 
Dick Laughlin & Associates, a | 

new agency, has opened offices at 

3219 Montrose Blvd., Houston. 


Four Buy Artstaft Studio 


V. M. Butterfield has sold Art- 
staff Studio, Minneapolis layout, 
lettering and package designer, 


| and is moving to San Diego. Pur- 


chasers are A. Fenton Holmes, 
Artstaff account executive; Clyde 
Ricks and Homer K. Dimmick, 
Artstaff artists, and O. S. Wyatt 
Jr., previously account executive 
with the Minneapolis office of Bat- 
ten, Barton, Durstine & Osborn. 


Frost Names Ruse & Urban 


Jack A. Frost Electrical Con- 
tracting Co., Detroit, has named 
Ruse & Urban, Detroit, to handle 
its advertising and public rela- 
tions. A campaign using trade pub- 


lications and direct mail will be) 


launched in April. 


Simpson Named Conlon S. M. 
Dal Simpson, formerly regional 

manager for Ironrite Ine., has 

been named general sales manager 


of the Conlon division of Conlon- 


Moore Corp., Chicago, maker of 
Conlon automatic ironers. 
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pacts That Really Count 
3s Market 


bout Wisconsin’ S 


1950 U. S. Census ~ 


83,277 © 


dasa Families 


TOTAL cir 
een Cc hiae 


22. 


advertise and sell 


Canton, Ohio 
REPOSITORY 


it costs 


less t0 


in the 


* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


CANAL FULTON 
yy 
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BASSILLON ”Y 
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t CANTON, 0. ~$121 
UNITED STATES 


= 1 ae on drugs than the national average.t You can 


~ $99.00 ae 


| 


WARTVILLE 
TT — 

ij Yj 

Wf 


LOU TBVILis 


Canton, Ohio, is a profitable market to sell drug 


products. Canton families, in fact, spend 22% more 


4 


ia ——- 


wrap up this busy, buying market for your product 


with Canton’s only daily newspaper—The Canton 
: Sa Repository: 100% city zone coverage; 98.8% homie 


delivered. And because your drug advertising 


WT 


NYOIN FF 


dollar reaches people who buy 22% more, it does 
a hay 22% more work, costs 22% less when it’s work- ‘3 
ing in The Canton Repository. Do the most for your 
00 product—advertise it in The Canton Repository. 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 
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Little Rock Baker Transports Public with 
Bus that Looks Like Rolling Bread Loaf 


LittLte Rock, March 24—The; play lead in three Arkansas cities. 
discovery that a city bus, properly Meyer’s now has buses, faith- 
painted, can double very nicely fully painted to resemble its 
as a loaf of bread has given Mey- standard retail loaf, in the trans- 
er’s Bakery here the outdoor dis- portation systems of Little Rock, 
Pine Bluff and Texarkana. In 


| Little Rock, two buses are used in| 
rotation on all but two of Capitol | 
Transportation Co.’s 14 runs. 

Besides attracting a good deal | 
of notice from citizens in the) 
Greater Little Rock area, Meyer’s 
‘reports it has attracted consider- | 
able comment from _ intrigued. 
newspaper columnists and disc 
jockeys, as well as plenty of kid-— 
ding for company officials. 


NEW WAY TO PEP UP 
YOUR SALES 
MEETINGS! 


Drive home sales points in a way 
they'll remember! Consult the man 
who applies MAGIC to sales pro- 
motion ... to dramatize and point 
up your presentation. Well known 
magician available for sales meet- 
ings, trade shows, conventions, etc. 
For free brochure, write or wire 
Bob Sharpe, 2208 No. Clark, Chi- 
ago 14, Ill. 


s The rolling loaves of bread were 
|a cooperative project involving, 
| besides the bakery, Gerald T. Le- 
Fever & Associates, its agency; the 


. a8: $. peaiara 


(li ll ll —Lacobiiant 


ca os a= 
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YEASTY GIMMICK—This is one of two buses in Little Rock’s transportation system 

which Meyer's Bakery has painted to scale as a loaf of bread. The riding adver- 

tisement is also being used in two other Arkansas cities. Gerald T. LeFever & 
Associates, Little Rock, is the agency. 


'local office of Traction Advertis- er coat on its buses. 


ing Co., Peoria, Ill.; Litthke Rock The wrapper design coat was 
Advertising & Posting Co., which put on to scale, working from a 
painted the wrapper design, and' loaf of bread and using synthetic 
Capitol, which put the white prim-' bulletin colors. Both paint jobs 


Wide Circle Coverage 
plus greater Audience 


make KNBC, San Francisco, 


Northern California’s No. 1 Advertising Medium 


WIDE CIRCLE COVERAGE 


KNBC’s 50,000 watt non-directional trans- 
mitter blankets the great San Francisco- 


> Oakland Metropolitan Market—and all the 
c thriving plus-markets of Northern California. 


GREATER AUDIENCE 


Bars represent homes reached by KNBC, 
San Francisco... by second dominant 
radio station... by dominant TV station 
. and by circulation of Northern Cali- 
fornia’s largest circulation newspaper. 
Actual figures (Nielson) :— KNBC, night, 1,402,100 
...2nd station, night, 1,215,910...Top TV station, 
night, 496,130 . . . Largest circulation newspaper 


(Standard Rate & Data) daily, 215,362; Sunday, 
527,095. 


KNBC 


BC San Francisco 


K 


REPRESENTED BY NBC SPOT SALES. 


.The narrow eclipse represents the coverage 


pattern of the other two dominant 50,000 watt, 
directional transmitters. Tiny circle represents 
Northern California’s TV coverage. 


SUNDAY 


TOP TV 
STATION 


SECOND DOMINANT 
RADIO STATION 


LARGEST CIRCULATION 
NEWSPAPER 


IN THE SOUTHERN STATES, BY BOMAR LOWRANCE AND ASSOCIATES, INC. 


CHARLOTTE, NORTH CAROLINA AND ATLANTA, GEORGIA 
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are expected to hold up for the 
/12-month period of Meyer’s con- 
‘tract with the traction firm. 

| The cost to the advertiser was 
quoted at slightly under $500 a 
/month. However, Capitol reports 
‘that transportation outfits in two 
'of the nation’s major cities are 
‘considering a similar campaign, 
/with charges to run frorn $1,000 to 
$2,400. 


Frank R. Griffin, 


| Compton V. P., Dies 


| NEw York, March 24—Frank R. 
Griffin, 58, v.p. and a member of 
‘the board of Compton Advertising, 
died yesterday after a long illness 
'at Johns Hopkins Hospital, Balti- 
more. 

Born in Bellefontaine, O., he 
was graduated from Ohio Wesley- 
an University. He started his bus- 
iness career with Goodyear Tire 
& Rubber Co., where he became 
|assistant advertising manager. A 
few years later he became mana- 
ger of advertising and sales pro- 
motion for Seiberling Rubber Co. 

Leaving Seiberling in 1930, he 

| joined Blackman Co. in New York 
as account executive for Vacuum 
|'Oil Co. In 1934 he became a v.p. 
_and director of J. Stirling Getchell 
| Inc. 
In 1943, when the Getchell 
|agency was liquidated, Mr. Griffin 
|became a v.p. and director of 
|Compton. 


| 
JOHN L. MEYER 
Maopison, Wis., March 24—John 
|L. Meyer, 71, veteran Wisconsin 
_hewspaper man, died March 19 of 
‘a heart attack in Wisconsin Gen- 
eral Hospital. He was general 
|/manager and treasurer of the In- 
\land Daily Press Assn. from 1932 
to 1945. 
| Mr. Meyer gave novelist Edna 
Ferber her first newspaper job 
when he was ‘city editor of the 
Crescent, Appleton, Wis., now the 
| Post-Crescent. Later, as assistant 
editor of the Milwaukee Journal, 
/he gave her a reporter’s job for a 
|second time. In addition, he filled 
advertising posts with Kellogg Co., 
Battle Creek, Mich., and National 
Oats Co., St. Louis. 
| 


DANIEL N. SLEP 


ALTooNA, Pa., March 26—Daniel 
N. Slep, 80, publisher of the Al- 
,toona Mirror, died yesterday after 
a stroke. 

He was also president of Mirror 
|Printing Co. and a former presi- 
dent of Pennsylvania Newspaper 
Publishers Assn. and the Altoona 
/Chamber of Commerce. He spent 
‘most of his business career with the 
Mirror, which was founded by his 
father. 


RUDOLPH J. SCHWARTZ 

_ Saranac Lake, N. Y., March 24 
|—Rudolph J. Schwartz, 47, former 
|president of American Standard 
Watch Case Co., Providence, died 
at his home here yesterday. He had 
_ been in retirement since 1950 be- 
/cause of ill health. At that time, 
in addition to heading American 
Standard, he was a v.p. of Bulova 
| Watch Co. 


T. J. BROKAW 

RAcINE, Wis., March 24—T. J. 
Brokaw, 63, secretary-treasurer of 
Western Advertising Agency, died 
March 19. 

Born in Morristown, N.J., Mr. 
Brokaw served overseas with the 
Army during World War I and 
joined Western Advertising in 1919. 


LEGGETT BROWN 


Detroit, March 24—Leggett 
Brown, 41, manager of public com- 
munications for the public rela- 
tions department, Ford Motor Co., 
died March 22 in Ft. Lauderdale, 
Fla. Before joining Ford, Mr. 
| Brown was a story editor for Wal- 
ter Wanger Productions in Holly- 
| wood, 


| 
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Black Offers PR Advisory Little Rock May Ext George Fuerst Joins NBC-TV WIRK Promotes Higgins 

Service to Smaller Firms Radio Privilege Ta» TV Gocrae Tuas, formerly on the ein hes who jcinet 
A new public relations advisory| A move has begun > Little | StS Sats o ~iV, san £ran- au InK-TV, West Faim 

service, including advertising aaa Rock city council tc end the CSc. has been named the televi- Beach, Fla.,.in September, 1952, 


sion spot sales representative for 


has been named the station’s com- 


- - eed troversial ilege — s , ; 
sedarete tind tonmainetentan kd on” ene uae to uae het National Broadcasting Co.’s TV mercial manager of radio and TV. 
cenaur panies, will be launched April 1| proposed television st ns. Under °utlet in San Francisco. He suc- Formerly he was associated with 
Fe | | by George Black, director of pub- the proposed ordina the sta« Moment Carl Nielsen, who has re- — H. Weintraub & Co., New 
y mt r lic relations for ; | tions will pay a $25( ual ax, 
aeese~ RAS ‘Cooper Alloy 3 In addition, there is ) tax on 


‘'Foundry Co, 
Hillside, N. J. 
Mr. Black, who 
is also secretary- 
treasurer of Na- 


ertising. 

* station, 
the air in 
on, KETV, 
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GET YOUR ART & PHOTO BUYERS GUIDE 


bar agent soliciting 
* 

© 

° 

. the SECOND ANNUAL ART & PHOTO BUYERS 4 
. 

* 


Little Rock’s first 
| KRTYV, is slated to gc 
/mid- April. A second s 
|is scheduled to start :» 


Just out.. 


¥ tional Industrial 
/ ; GUIDE to help you find the man or organization to handle your 
i oe ‘Carpenter Resigns Account job — artists, illustrators, letterers, retouchers, photographers, 
I “Planned  teiies~ | After an unbroke: «advertising art and photo studios, photo reproduction services — over 1200 
trial Publicity” | relationship of more ‘>a 43 years, listings classified by 191 different services. 
(Putman Pu :. /Carpenter Advertisin§ Co., Cleve- 
Se ae land, has resigned th. account of | FREE with your subscription 
 lt0ld AA that his George Black Royal Vacuum Clean: © Co., Cleve- The Buyers Guide is an oversize issue of Art Director & Studio 


land, formerly P. A. Geier Co. No 
reason was given for the resigna- 
tion. 


NEW CAST—The first ad in a new in- 
stitutional campaign for National Distillers 
Products Corp. points out that one National 
non-liquor division produced 170,000,000 
gallons of sulphuric acid last year. Dore- 
mus & Co. is handling the campaign which 


News, the monthly magazine of advertising and editorial art and 
photography; there is no extra charge for it. 


$2.00 for a year’s subscription (12 issues) to ART DIRECTOR & 
STUDIO NEWS to start with the February Guide issue. Guide 
issue alone — $1.00. 


ART DIRECTOR & STUDIO NEWS 
Dept. A4, 43 E. 49th Street, New York 17, N. Y. 


service will provide the over-all | 
planning and objective counseling | 
that is usually available only to) 
companies that have advertising 
budgets large enough to attract Electroplaters to Meet 
‘ ; the services of major agencies. He| The American Electroplaters So- | 
p is running in Business Week, Fortune, News- | emphasized that his services will) ciety has scheduled its 40th annual | 
week and U. S. News & World Report. (in no way compete with advertis-| convention for June 15-18 at the) 
F ing agencies. His headquarters will| Benjamin Franklin Hotel, Phila-. 


Movie In dus try Men continue at Cooper Alloy. delphia. 
) ~§=6.' Find Ad Practices 
Need Overhauling 


qi New York, March 24—Motion 

: picture producers, distributors and 
exhibitors want a general overhaul 
of movie advertising practices, 

i techniques, content and policies. 

‘ That at least is the over*all find- 

ing from a series of sharply pointed 

questions asked in Motion Picture 

Herald’s “Institute of Industry 

i Opinion,’ and published in the 

‘ trade magazine’s March 14 issue. 

Advertising was the subject of the 

11th panel study of industry prob- 

f lems by the institute. 

} Questions on style and content 
reform evoked overwhelming 
agreement from the panelists, with 
most of the dissent coming from 

the distributors. It was strongly 


, felt (1) that movie advertisers 
should create “distinctive new 
styles,’ rather than depend on 


proved and established ad styles 
and techniques, and (2) that ad 
copy should be more informative 
than is often the case now. 


ee 


s Misrepresentation through illus- | 
trations or wording was another | 
advertising practice laid under at- | 
tack with more than nine-tenths of 
the panelists saying it should never 
be used. Most of those who com- 
mented, however, found no harm 
in playing up a comparatively 
minor aspect of a picture or in) 
building a campaign around a sup- | 
porting player rather than a * 


¢ out of 10 Redbook newsstand 
buyers are Young Adults! 


if local conditions warranted it 
Other points of agreement 
reached by the panelists include: 
1. From more than 5% to almost | 
11% of a theater’s gross should be | 
spent on advertising and exploit-| Proof of 


ing, depending on the situation. 
2. Newspaper advertising should Redbook’s vitality with the 
18-to-35-year age group 


REDBOOK’s latest study shows that 71.20 of the readers who buy 
this “Magazine For Young Adults” on the newsstand are in the 
vital 18-to-35 age group. That’s a 9°/ increase over the 

previous year... so, obviously, REDBOOK readers are changing 
and changing rapidly—to line up four-square with its 

editorial target. And this is happening coincidentally with 

Ik EDBOOK’s attainment of the highest circulation peak in its 
2,040,309 (A.B.C, figures for last 6 months 1952). 


Every issue of REDBOOK is aimed exclusively at Young Adults . . . 
ithe wooing-and-wedding age group... the family-forming age 
group. It’s the brand conscious age group, too, with big 

iunmediate needs for furniture, fashions, food, autos, TV sets, 
appliances, beverages and a host of other products. 


{ begin six days ahead of openings 
where a picture plays a week, and 
at least three days ahead for thea- | 

) 1 ters with two changes a week. 
3. Generous space should be used 
throughout the engagement, in- 
stead of reducing the ad size soon 
after the opening day. 

4. Newspaper amusement adver- 
tising rates are 25-53% higher than 
regular retail rates in almost half 
the localities. 

5. National magazine advertising 

should be used to pre-sell impor- 
, tant pictures. 
{ 6. Trade paper advertising 
should convey more information 
than it does now on the saleable 
qualities of each picture. 


history 


Look over REDBOOK. We'll gladly send you a copy. See how its 
editors and its advertisers are in tune with its acquisitive market of 
Young Adults. Then find out how you can reach it through 
REDBOOK at the lowest cost per thousand of any book in the field. 


y~ 


THE VITAL \ EARS THE VITAL MARKET 


Redbo iy roun q Adul 


Canada Magazine Ads Gain 


Advertising linage in Canadi- | 
an magazines for February, 1953, 
; showed a 10.6% increase over Feb- | 
ruary, 1952, according to the Mag- 
azine Advertising Bureau of Can-’ 
ads, Toronto. The increase for the 
two months, January-February, 
over the same period in 1952 was, 
11%. 


ov 


‘WV 
America’s ONLY Mass Medium for Young Adults Over 2,000,000 Circulation...More than 5,550,000 Primary Readers 
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Ad tor Specific Audience 
Is ‘Successful,’ Weir Holds 

To the Editor: If you will for- 
give the confession, I missed both 
issues of AA in which the Cre- 
ative Man’s Corner appeared and 
in which Mark Wiseman took ex- 
ception to the Creative Man’s ob- 
servation that “ads are read in 
the hope of obtaining information 


ADVERTISERS © AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Violation of 
Copyright. 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected 


WRITE FOR DETAILS AWNO-RATES 


EMPLOYERS REINSURANCE 
rive. CORPORATION » 5-5 


insurance’. Exchange Kansas City Mo 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


on which to base a decision on 
which to buy or not to buy.” 

I had the good fortune, this 
week, to read Jim Woolf’s com- 
|/ment on both the column and the 
‘letter—and I have been so fre- 
quently on one side of this par- 
ticular schism in the advertising 
fraternity that I cannot let the 
occasion go by without giving the 
| strongest support I can to the view 
| held by both the Creative Man 
and Jim Woolf. 

In Printers’ Ink (if you will 
also forgive this mention) as early 
as 1935 I took exception to the 
‘claim of the readership report as 
proving the effectiveness of ad- 
vertising—a claim which Dr. 
Starch dropped shortly afterwards. 
In various articles I have written 
and talks I have made I have 
tried to distinguish between writ- 
ing to an indiscriminate audience 
and writing to a particular audi- 
ence. I have tried to point out the 
| fallacy of purchasing media on a 
| cost per 1,000 basis—cost per 1,000 
| what? The objective of an adver- 


“Is rumored your husband has 


been hearing the ‘voice’ about 


the new $7025 family income 


in Essex County, New Jersey.” 


Nwarke Tw 
Doily anc Sundew 


Newark, New Jersey 


'tisement is not to attract readers, 
| but to attract people who are in the 


market to buy, and to induce these | 


people to buy a product of a par- 
ticular brand. It is uneconomic, in 
my opinion, to attempt to sell any- 
body else—since they only may 
buy. The people who keep an ad- 
vertiser in business are the people 
who will buy—not in some hopeful 
future, but tomorrow or next 
week. 

In this respect, mail order ad- 
vertising, advertising that must 


word is read or not at all, is the 
most fundamental of all—and the 
closer general advertising adapts 
itself to mail order principles, the 
more likely it is to pay off for 
the advertiser, with or without 
so-called merchandising. 

I have written many kinds of 
advertising, but I have always 
written it to a specific audience— 
not to a general audience. This in- 
cludes institutional or public re- 
lations advertising. And it has 
been my experience that only 
when advertising is written to a 
specific audience—an audience 
currently in the market to buy 
either a product, a service or an 
idea—is that advertising success- 
ful. 

1 have the greatest respect for 
Mark Wiseman as an advertising 
man, a teacher of advertising and 
a friend. But on this particular 
point I find myself in complete 
disagreement with him—as I have 
found myself pretty much on one 
side of the fence in similar con- 
troversies that have taken place 
in the Copy Research Council since 
its founding. And in the Council 
we have definitely arrived at a 
fundamental conclusion—mail or- 
der results (or aiming at a specific 
audience) and readership results 
(or aiming at a general audience) 
are but definitely at opposite ends 
of the pole. I happen to lean to 
the mail order principle, and I 
feel that Jim Woolf has presented 
the case most cogently. 


WALTER WEIR, 


Vice-President, Donahue & 
Coe, New York. 
o ~ * 


Ofters Critic Whole Text 
of ‘Free Man's Way’ Story 

To the Editor: It is only natural 
perhaps, I should be interested in 
David Brown’s § letter—published 
in your March {6 edition in refer- 
ence to “A FREE MAN’S WAY OF 
LIFE,” which it has been my 
privilege to present to business 
men nationally, with the sincere, 
humble hope it may prove to be an 
unselfish contribution to our econ- 
omy—and to the business of ad- 
vertising in general. 

Mr. Brown’s letter is interesting 
and well written. It is obvious, 
however, he has neither read nor 
heard the story which answers all 
of the questions he raises. 

Therefore, I would be happy in- 
deed to send him the complete text 
with my compliments and best 
wishes, either direct—if you will 
send me his address—or through 
your good publication. 

CARLYLE EMERY, 

Ruthrauff & Ryan Inc., Chi- 

cago. 

e « . 
Adman Recalls a Hallmark 
that Benefited Clients 


To the Editor: This controversy 


|reminds me that, years ago, when 
'I was one of the principals of the 
Marx-Flarsheim Co., we were very 
successful with a hallmark. 

_ The reason was that we special- 
‘ized in a particular type of pro- 


—_————— Represented nationally by O'Mara & Ormsbee, Inco —e | motion—working with firms who 


pay for itself by the time the last) 


Advertising Age, March 30, 1953 


‘sold through direct-to-user agents. Publishing Co.) are building busi- 


| 


Our clients, after fulfilling cer- 


ness futures based on sound pub- 


tain requirements as to quality of lic relations strategy and knowl- 
_product, type of operation, etc., edge of the power of understand- 


| were permitted to use what we 


called the “straight line mark.” 
(An old sample is enclosed.) 

The important thing about this 
was that, through advertisements 
of our own in publications reach- 
ing salesmen and saleswomen and 


prospective salesmen and _ sales- 
women, we made these folks re- 
alize that advertisers using the 
“straight line mark” were leaders 
in their respective fields. 

This mark was, therefore, a 
definite benefit to our clients. 

HENRY FLARSHEIM, 
Vice-President, Bozell & Ja- 
cobs, Chicago. 


Says There’s No Backing 
for Attack on PR ; 

To the Editor: (Re: March 2 is- 
sue ADVERTISING AGE, comments by 
Caskie Stinnett, assistant director 
of public relations, The Curtis 
Publishing Co., before Philadelphia 
Public Relations Assn.) 

Labeling public relations as 
“fraudulent” indicates lack of in- 
formation or misinformation. Pro- 
phesying the “collapse” of this field 
of business is a statement without 
factual backing or common sense. 

There was a day when the sales 
manager was accused of being a 
“fraud” by malcontents of other 
segments of business. They did not 
understand or care to recognize 
that sales planning and sales mo- 
tivation were demanded to expand 
business. 

The cry of “fraud” went up 
when advertising agencies became 
an essential adjunct to good busi- 
ness practice. They provided 
facilities and services that capital- 
ized on sales planning and applied 
them according to formula on a 
mass basis. Some immature execu- 
tives had no realization of what 
was involved in advertising tech- 
niques and procedures and the 
merchandising marvels they could 
perform, when related to a basic 
sales plan. 

It looks like public relations is 
now fully of age—with the tag of 
“fraud” hung on the profession. 
It is also misunderstood. 

This nation’s most progressive 
businesses (including the Curtis 


_ing—as a part of a long-term plan 
of building sales. 
| During 1952 the interchange and 
cooperation between advertising 
agencies and_ public relations 
counsels were greater than in any 
previous year—billings and project 
reports bear out that fact. 

During 1952 more positive ac- 
tion was taken by the Public Re- 
lations Society of America and 
other national, regional, and local 
p.r. organizations in establishing 
ethical procedures and standards 
of practice than in any year pre- 
vious—published reports and doc- 
umented proceedings’ establish 
that fact. 
' As with the task of the sales 
manager and the advertising ac- 
‘count executive, the achievements 
of the public relations counsel or 
director come only through tech- 
‘nical and motivating knowledge, 
and the work that puts that knowl- 
‘edge to an objective and produc- 
itive end—as related to a defined 
|sales plan. 


} 


| Today, as never before, the im- 


{ 


|/pact of personal preference and 
| prejudice is felt in every business 
in America. A fad, a fancy, or a 
| whim may spread like wildfire due 
to modern communication and the 
mechanical means of multiplying 
impressions. There’s no magic in 
the portfolio of the qualified pub- 
lic relations counsel. However, 
there are the abilities of analysis 
and interpretation that provide 
cues to modern management. 
There must be a perspective that 
is as good as the background and 
experience of the mind it stems 
from. 

Public relations is no more “Si- 
mon pure” than sales departments 
or advertising agencies. No in- 
formed person has ever claimed 
any advantage for it in the “pro- 
fessional excellence” of those who 
have made careers in the field. 

There are hundreds of men and 
women who find careers in public 
relations challenging and satisfy- 


Thinking. ..1s a Haro s08 


WE bir Ad DOING IT 


and apply it everytime we set an ad. 
Maybe that’s why ads typeskilled by 
Walk live solong... check into this! 


JAY P. 


WALK advertising typography 
11 E. HUBBARD ST * MO 4-6134 + CHICAGO 11 


about agencies placing a “hall-| 
mark” in advertising for clients | 


CORO 


450.000 BONUS! 


SOLD OVER 


2,900,000 


COPIES IN JANUARY 
AND FEBRUARY 


Rates guaranteed 
through December 1953 


More Advertising ordered 
right now than for all of 1952 


More than ever 


YOUR BEST BET IS CORONET! 
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ing. They can be proud of ac-| 
complishment. They have demon- | 
strated solid achievement for their 
clients. 

Appreciation of the American 
“sales concept” will continue to 
grow—to the benefit of sales man- 
agers, advertising agencies, and 
public relations counsels and di- 
rectors. Progress dictates that! 

The cry of “wolf” is lost in the’ 
evidence of a maturing and much | 
needed service and, we hope, a 
profession. 

Don SHorRT, 
Minneapolis. 


Perturbed by Attack on PR, 
Price Marshals Polysyllables 
To the Editor: I was much per- 
turbed by Caskie Stinnett’s recent 
peroration of public relations men 
(AA, March 2), accusing them of 
imposing “froth and fraud” on 
those they seek to influence; and I 
am inclined, privately of course, 
to venture the equally unsubstan- 
tiated opinion that from where I 
sit Caskie could be a little wacky! 
It must be admitted that Mr. 
Stinnett enjoys an_ unassailable 
position when it comes to assess- 


ing the “froth” of current publish- 
ing (having only to open his pores | 
to the homogenized mist continu- | 
ally emitted as readable fiction by 
our more popular publications). 
However, I wonder if Caskie, 
viewing the world from his im-| 
pregnable, though somewhat cul-| 
turally circumscribed, bulwark, 
has not unconsciously based his 
conclusions on an ingrown myop- 
icism, the resultant distortions hav- 


ing produced his puny passel of) 
piddling generalities which, while | 
possessing the momentary shock | 
and explosiveness of a miniature 
atomic cannon, resolve themselves | 
finally into an importance roughly | 
equal to the destructive power of | 
a slyly punctured circus balloon. | 

Undoubtedly, it is true that pub- | 
lic relations, like every other ewig 
endeavor that embraces ethical 
principles as the avowed basis of 
its functioning, has been subject’ 
to many abuses by unprincipled, | 
egocentric, and incompetent peo-| 
ple—people interested in nothing! 
so much as a fast buck. But it 
should be also recognized that) 
there are many in the p.r. group! 
who are sincerely dedicated to the 
highest aims of public relations 
activity, which, when reduced to 
their simplest terms, encompass a 
sincere effort to establish more 
harmonious relations among peo- 
ple. 

Mr. Stinnett’s statement that 
‘*., uunless you public relations men 
begin stripping the fraud from it} 
you are going to be found out and) 
sent back to minding the parking 
lots you came from,” seems some- 
thing of a low blow. I should like 
merely to say in answer to this 
particular indictment that I have 
personally known several parking 
lot workers who possessed quali- 
ties highly desirable in‘ p.r. work, 
i.e., human understanding, pleas-| 
ing personality, tact, judgment, | 
and basic integrity. It would per-| 
haps enhance Mr. Stinnett’s view-_ 
point if he were to exchange jobs 
with one of them for a while. 


| 


W. I. Price, 
Genoa, Ill. 
. ® * 
Adds to Silf Skin Story 


To the Editor: With further ref- 
erence to the Silf Skin “confu- 
sion”: 

The “material” prepared by Ex- 
quisite Form to which Mr. Brown 
has reference (AA, Feb. 23) is the 
high-fashion campaign running in 
alternating half and full pages in 
Vogue, Mademoiselle and Seven- 
teen. As advertising manager of 
Exquisite Form (sales agent for 
Silf Skin) I direct this campaign. 
Philip I. Ross clears. 

I shall be happy to answer all 
questions about advertising of this 
phase of Silf Skin or the Exquisite 


Form campaign. 

Please feel free to call on me for 
facts. Our Midwestern and Califor- 
nia offices are sales headquarters. 

Many thanks for your excellent 
coverage of Exquisite Form news) 
from time to time. 

ADELE GILRUTH, 

Advertising Manager, Exqui- 

site Form Brassiere Inc., New 

York. 

a e ” 


Line of Cigaret Commercial 
Has Listener in a Tizzy 

To the Editor: Just recently, 
the advertising fraternity worked 
itself into a tizzy over one word, 
ineffably in a Hathaway ad. I’ve 
just been thrown into another by 
a recent TV commercial for Em- 
bassy cigarets. I swear I heard the 


announcer say that Embassys con- | 


tained two to five times less acid 
tar than other leading brands. 
There were others watching the 
basketball game and I quizzed 
them as to their understanding of 
that sentence. Not one had a clear 


idea. Not even the 
one, for that matter. 


Next day I querie ers who 
were equally conf ed. “Take 
beans,” I said to one = low. “Sup- 
pose you have five } «nds and I 
have only two and one °«!f pounds. 
Do I have two time less beans 
‘than you? Or would I \ake myself 
better understood if © said I had 
only half as much? nd if I had 
‘only a pound I’d ha-e« a fifth as 


much, not five times ess. 
| But why am I getting so ex- 
cited? Maybe the re! ‘ive content 
‘of “acid tar” among | ading brands 


is undeterminable, so if anyone 
wants to talk about i’ it has to be 
‘in incomprehensible terms. Per- 
haps I should have ciosed my ears 
to the commercial, jus! as I’m sure 
99.9% of TV viewers do. 

If you print this, maybe the 


writer responsible for my con- 
‘fusion will see it and do humanity 
the service of explaining what, if 
anything, he meant. 
D. L. Lauritsen, 
New York. 


for a Direct Mail Piece 


| To the Editor: In the feature 
section of your issue of Feb. 23, 
Breck shampoo is mentioned in the 
article entitled “Five Topflight 
Creative Men List Their Nomina- 
tions for the Outstanding Adver- 
tising Campaign of 1952.” 

We would like to obtain permis- 
sion to reproduce as a direct mail 
piece the whole page (Page 124) 


51 


‘ing of Breck Uses Adman’s Comment!on which that portion of the arti- 


cle pertaining to Breck appears. 
Our plan is to reproduce by 
photo offset this page exactly as it 
appears in your magazine. Natu- 
rally, if you wish, we will add the 
following at either the top or bot- 
tom of the page: “Reprinted from 
ADVERTISING AGE, Feb. 23, 1953.” 
Doucias L. WELCH, 
John H. Breck Inc., Spring- 
field, Mass. 


personal selling, all p 


United States and Canada; owner 


Required: Suitable o 


Box 441 
801 Second Ave. 


Business Builder 
For Well Established Agency 
—no salary required 


Twenty five years pee in to 

ases of adve 
and surgical fields; hundreds of close contacts among executive officers 
of drug manufacturers, wholesalers and chain drug outlets throughout 


drug, cosmetic and surgical items now widely marketed; presently re- 
tained as marketing consultant in variety of business fields; independent 
income. Desires working relationship 
sound and ambitious but not necessaril 
where his broad experience and special abilities may be useful to present 
accounts, and where his personal entree may be effectively utilized 
toward building firm agency business. No title, tnt 

ce accommodations and reasonable commission 
on business obtained through his influence. 


ADVERTISING AGE 


management, marketing, active 
sing; highly specialized in drug 


of substantial interests in several 


(not account executive) with 
large New York City agency 


erest or salary desired. 


New York 17. N. Y. 


~The current threat 
to the Next 


America! 


“Something is rotten in the state of design... After 
watching it for several years, after meeting it with silence, 
House Beautirut has decided to speak out. 

“Two ways of life stretch before us. One leads to the rich- 
ness of variety, to comfort and beauty. The other, the one we 
want fully to expose to you, retreats to poverty and unlivability.”’ 


So begins our Editor’s challenging article in the April issue (on 
newsstands March 18). It tells how a small but influential clique 
would lead a Cult of Austerity with the slogan of “Less is more.” 


It shows how this clique is foreign to native design and hostile to 


the reasonab!e desire for comfort and convenience in the American 


home. It proves the real and present danger of this threat to the rich 


promise of our expanding industry. 
The April issue is important to you, because your business is pro- 


viding comfort and convenience, because you design and produce the 
objects that enrich our living. The clique that House BeautiruL 
now openly opposes is aimed directly at you, It is as damaging to you 
as it is harm/{ul to the people you are trying to serve. 

House Breavtirur believes that a high standard of living is our 
greatest contribution to the history of man. It recognizes that 
American industry has made this possible. It is dedicated to raising 
the standard of American life even higher, not cutting it back to the 
bare wall an! empty floor. 


The Apri! issue of House Beautirut is the most important in 
our 57 years of publishing. We urge you to read it, 


House Beautiful 


ray 


Din 


Madison Avenue, New York 22, N. Y. 
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GOOD FISHING—The surprised young lady above will help promote the annual 

New York state fishing contest sponsored by Genesee Brewing Co., Rochester, with 

$5,135 in cash prizes. Genesee is using 650 outdoor posters, 500,000 fishing guides, 

newspoper ads, radio ond TV to back the annual contest on behalf ot its beer 
and ale. Rogers & Porter is the agency. 


INTERNATIONAL—This New York Times poster will go to Germany next month for 

the International Poster Exhibit. Designed by Kenneth Haak, Calkins & Holden, 

Carlock, McClinton & Smith, the poster was selected for representation by the Mu- 

seum of Modern Art, New York, co-sponsor with the State Department of the U. S. 
exhibit. 


THEY MET IN ATLANTA—Two Ed Weisses met for the first time Weiss, president of Weiss & Geller, Chicago. At right, Clyde 
at the annual Atlanta Advertising Institute held a week ago at Bedell, Chicago, advertising consultant and AA columnist, talks 
Emory University. At left is E. B. Weiss, director of merchar- with two Atlantans—Harry Spitzer (center), ad manager of Rich’s 
dising, Grey Advertising Agency, New York, and at right is E.H. department store, and Hugh Rickenbaker, Georgia Power Co. 


OPENING NIGHT—On hand for the party marking the opening of a Cleveland 
sales office for Crowell-Collier Publishing Co. were, from left, Herbert Cooper, ex- 
ecutive v.p. of Meldrum & Fewsmith; Harry Guest, president of M&F; Shephard Spink, 
Collier's advertising manager, and Clarence E. Stouch, Crowell-Collier president. 
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ST. PATRICK’S PARTY—Arthur Towell (wearing crown), president Ralph Wachman, Milwaukee Journal; Michael Henry, WKOW, 
of Arthur Towell Inc., Madison, Wis., had help celebrating his Madison; Nick Amos, American Weekly; Tom Hughes, Parade; NEW GET UP—C. A. Swanson & Sons, Omaha, says it took two years of research 


agency's 30th anniversary, which fell on St. Patrick’s Day. Next Dave Steenbergh, Business Press, Milwaukee; Louis Heindel, to develop these new packages (foreground) for Swanson frozen chickens and pieces. 
to him ore William L. Miller (left), Capper Publications, and W. J. Madison Newspapers Inc.; Jack Ross, Country Gentleman; Harold The old packages are shown at rear. The designer is Gene Ross and Marathon Corp. 
Rendall, owner of Madison women’s apparel shop. Standing (from Daniels, Milwaukee Journal; John Flanagan, American Home; is producing the new cartons for the poultry producer. 


left) are Paul Staedtler and Frank Lathers, both with Towell; Chester Riedemann, Holiday, and John Muhlke, Quick. 


NATIONAL ADVERTISERS MEET—At left, George Mosley, v.p. of Seagram-Distillers, hoists his prize won at the ANA convention in Hot Springs, Va. Victor Dell Aquila, Railway Express Agency, watches Mr. Don- 
the Assn. of National Advertisers Monte Carlo night, while George Abrams, advertising manager of  aldson’s subjects. RIGHT: Four conventioneers from the Midwest were (in usual order) Jack Mullowney, 
Block Drug Co., looks on at left and William Hart, ad director of E. 1. du Pont de Nemours & Co., smiles Green Giant Co.; C. J. Morris, George A. Hormel & Co.; L. H. Polsfuss of Green Giant, and F. L. Smawley, 
at right. CENTER: That’s Ben R. Donaldson, ad director of Ford Motor Co., operating his own camera at Jos. Schlitz Brewing Co. 
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This is a photograph of a Kate Smith Week display in one of the Big Bear Markets in Columbus, Ohio 


4 
| Had a Kate Smith Look 


Kate Smith Week — one of the largest media promotions in history — 
ended on March 5. Over 17,000 food stores throughout the country participated 


with NBC-TV and seven KATE SmitrH Hour advertisers. 860,000 


pieces of display material were requested by important super-market operators. 


Here’s what enthusiastic grocers are writing us about Kate Smith Week: 
: 
. NORWICH, CONN. “One of the best promotions ever offered to us” 
sh 
“ KANSAS CiTy, KAN. “all concerned, very well satisfied with increased sales” 
JACKSONVILLE, FLA. “well pleased with the sults of our recent Kate Smith promotion” 
ATLANTA, GA. “decided increase in both sales and store traffic” 
ST. Louts, MO. “we showed marked increase in sules during this period” 
| | NBC is the only network with a compre! ensive. nation-wide merchandising 
} 
i | service; a service capable of conducting « promotion of this scope. It can help 
| | you just as it helped Kate Smith’s adve:tisers. Merchandising is another very 
important reason why you should choose \BC for your radio-TV campaign. 
| 
| NBC TELEVISION 
a service of Radio Corporation of America 
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Advertising Age, March 30, 1953 


of planning, preparing and 


mensurate with experience. 


printing. Age 25-40. Salary 


Kentucky. 


ADVERTISING POSITIONS 


ASSOCIATE ART DIRECTOR. Experienced man capable 


preliminary and comprehensive art work for major ap- 
pliance promotion materials. Age under 40. Salary com- 


ADVERTISING PRODUCTION. Applicant should have 
a thorough knowledge of mechanical specifications and 
experience in purchasing all types of engravings and 


Address applications to Advertising Manager, 
Major Appliance Division, General Electric 
Company, 310 W. Liberty Street, Louisville, 


purchasing layouts, visuals, 


based on experience. 


TOPNOTCH PUBLIC RELATIONS, 
PROMOTIONAL AND ADVERTISING 
MAN 18 HEADED FOR ARIZONA! 
Reason: Family's health. Has just sold flourish- 
ing ng executive position in private 


organizer. Age 38. Will available in Arizona 


by May 1. Write or wire Charlies W. Pine, Suite 


Two, 189 Mathewson St., Providence 3, R. I 


agency. 
industry or with civic organization in Phoenix-| 
Tuceon area. Excellent speaker, writer, planner, | 


ee 


(| NO-RISK MAIL ORDER COPY 
| ¢ Top-pulling mail order ad-writer will make 
sales commission deal. Radio, TV, Print; medi- 
cine, toiletries, clubs, books, specialties. Re- 
sourceful pitchman thru-and-thru. 

Box 443, ADVERTISING AGE 
| ) 801 Second Ave. New York 17, N. Y. 


ti 


Information for Advertisers 


No. 4612. Buying Influence of the 

Negro Domestic. 

“Influence of Negro Domestics 
on the Selection of Household 
Products” is a study made by Sid- 
ney Hollander Jr. for The Afro- 
American Newspapers. The sur- 
vey shows that while more and 
more Negro domestics are being 
absorbed into industrial jobs, they 
are still, as a group, important in 
the selection of many items—es- 
pecially floor wax, furniture pol- 
ish, laundry supplies, soaps and 


detergents, etc., and have a sphere | 


of influence disproportionate to 
their numbers since the individual 
may serve as many as five differ- 
ent households per week. 


No. 4613. Booming Paper Industry. 

Paper & Paper Products offers 
a new NIAA-type market and 
media booklet, which shows how 
the paper industry has increased 
ten-fold in the last fifty years, and 
is still booming as per capita con- 
sumption continues to grow. It 
presents a quick statistical picture 
of the industry, a discussion of 
trade practices, and a brief resume 
of the services offered by the pub- 
lication. 


No. 4614. Sale of Paint, Glass, and 

Wallpaper. 

From American Lumberman & 
Building Products Merchandiser 
comes a new study, “Paint, Glass, 
Wallpaper and Related Product 
Sales by Lumber and Building 


Products Dealers.” This is an ex-| 


haustive survey covering not only 
the products itemized in the title, 
but also paint brushes, rollers, 
sprayers, ladders, caulking guns 
and caulking compound, drop 


|cloths, masking tape, sandpaper, 
| steel wool, putty knives, floor pol- 
‘ishes and waxes, glass block, 
mirrors, glass cutters, wallpaper, 
cleaner, remover, wall size, paper- 
hangers’ tools, etc. Types of pro- 
‘motion and sales aids are also 
|studied, as are the various cus- 


| tomer services offered by dealers. 


No. 4619. Route List for Cedar 
Rapids. 

The Cedar Rapids Gazette of- 
fers a new “Retail and Wholesale 
Route List of Grocers, Druggists 
and Beer Permit Holders” cover- 
ing the 16 eastern Iowa counties 
served by the paper. In addition 
to the lists, the various merchan- 
dising services available to na- 
tional advertisers are described. 


No. 4620. Buying Habits of Work- 
basket Readers Analyzed. 

“New Workbasket Survey” is 
a study of the publication’s readers 
which shows that in addition to be-- 
ing important buyers of needlecraft 
materials and supplies, these wom- 
en are above average in their de- 
mand for branded goods, appli- 
ances of all kinds, soaps and clean- 
ing supplies, furniture, rugs, etc. 
The study shows who “Mrs. W. B.” 
is, where she lives, what she buys, 
and how she buys it. 


No. 4621. Buying Power in Water- 
loo. 

“First in Family Food Sales” is 
a new market study offered by the 
Waterloo Courier, covering popu- 
lation, buying power, retail sales 
and food sales, plus brief data on 
the paper’s circulation pattern and 
amount of local grocery linage 
carried. 


Note: Inquiries for the items listed above will not be serviced beyond May 11. 


USE COUPON TO OBTAIN INFORMATION : 


A AROE EERE ERE ERE EE NEES TEESE LEER EE ESE CEES ERER OEE ES EERE EEE ESOEEES | j 


Prrrrreer rrr rrr rrr 


errr eer er et eee errr 


! 
| Readers Service Dept., Apvertistnc AGE ; 
| 200 E. Illinois St., Chicago 11, Ill. 
Please send me the following (insert number of each item wanted 
| -—please print or type) 
! . 

IIE (<a oa ecndeneainndengnepitivonebinsenatnssvoenbsetoncoone 

SRTEIED. ccsnshateintanisonszceczessessnntecrncustences 

IIIS asic scicccnepsanihopnnetentoosrnebeunemneneeeeseel Sisdibdemidddenae 

CITY & ZONE ........... 


| Write 
| Lamport, Fox, Prel! & Dolk, Inc., 825 JMS | 


| will 
completely detailed resume of experience. | 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 
per line. Add two lines for 


spaces per line; upper & lower case 40 


number. Deadline Wednesday noon 12 days 


Preceding publication date. Display classified takes card rate of $12.75 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


{ HELP WANTED 


Think you can operate a one-man agency? 
Would you like to try? I need a good 
right arm—a man who is well enough 


along to handle a variety of small ac- | 
counts from contact straight through, ex- | 


cepting art—but that too would be a wel- 


come talent. No beginners, please. The lo- | 


cation is South. The opportunity includes 


substantial ownership within a year to. 
one who measures up. Please make your 
| 


reply candid and complete. 
Box 5637, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
MEDIA GIRL 

Experienced woman (25-35) 
nent connection in agency 
stating background 


for perma- 
media dept. 
and salary. 


Bidg., South Bend, Ind. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 

209 S. State St. Ha 7-2063 Chicago 


POTENTIAL COPY CHIEF by «small 
growing 4A agency in Carolinas. If you 
are a down-to-earth creative copyman 
between 28 and 40 and want to settle in 
a 100,000 population town and grow with 
us, send resume and salary requirements. 

Box 5638, ADVERTISNG AGE, 

200 E. Illinois St., Chicago 11, IL 


EDITOR TRADE JOURNAL 
Completely versed in. full range of edi- 
torial skills; writing, rewriting, page lay- 
out, makeup and dummy. Personality to 
represent leading trade journal of its field 
in industry contacts at trade meetings and 
developing feature articles. Consideration 
be given only to replies including 


Box 5639, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional. 
CEntral 6-3178 176 W. Adams Street 


New Consumer Publication will shortly 
have opening for advertising manager 
and/or space salesman in Chicago area. 
Experienced selling in major local retail 
areas desirable. Future prospects particu- 
larly attractive. 
Box 5636, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
| BANKERS BLDG. CHICAGO 11, ILL. 


Attention Broker Salesman 
Maker of fine embossed cardboard, foil- 
board and Thermoplastic signs and dis- 
| plays wants representation, commission 
basis. St. Louis, Chicago and other cities. 
Box 5625, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2.0115 Chicago 


POSITIONS WANTED 


| LOOKING FOR A FARM AD MAN? 

| A farm-raised farm writer, 8 years agency 
| experience, 5 on large national farm ma- 
| chinery account, 3 on farm and industrial 
|; copy? A creative specialist in idea cam- 
paigns, cartoons, informal copy? Who does 
ads, promotions, direct mail, broadsides, 
radio, catalogs, publicity, magazine arti- 


| cles? 
} Box 5640, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, III. 
|4A AGENCY ART DIRECTOR desires 
change, 25 years experience, East, $10,000. 
Box 5646, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


POSITIONS WANTED 


YOUNG COPY-CONTACT MAN with ex- 
| perience in industrial and retail account 


supervision desires job in copy depart- 
ment of growing medium size agency. 
Box 5641, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Tl. 
EXECUTIVE ASSISTANT 
PROMOTION PUBLIC RELATIONS 
Young man with strong background in 
promotion, public relations and merchan- 
dising. Specialized experience in retail 
fields of jewelry, furniture and menswear. 
Also general administrative responsibili- 
ties. Presently employed. Prefer NYC lo- 

cation. 
Box 5643, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
COPY-IDEA-CONTACT man with proven 
record of results—hard, soft, packaged 
goods, services—all media. 7 years well- 
rounded experience Copy Chief small 
recognized agency, AE house accounts, 
Ad Manager. BBA; age 31. 

Box 5642, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


FLORIDA IS FOR ME . 
Permanently, that is, when progressive 
ad agency or firm makes offer. Layout, 
finished art, production exp. Now acc’t. 
exec. for food, beverage, industrial and 
farm accounts. Married, 29, univ. grad. 
Available for personal interview. 

Box 5645, ADVERTISING AGE, 

200 E. Illinois St., Chicago i1, Til. 
PUBLICiITY—Young woman with press 
experience. Now publicity director of Chi- 
cago office of national organization. Take 
press photos. Chicago or New York. 

Box 5644, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 


Space For Rent: Entire second floor of 
near north side business location. Suited 
for small advertising or art agency. Also 
suitable for combination living and busi- 
ness space. 
152 E. Ontario Street 
Call De 7-9231 after 3 P.M. 

WISH TO RELOCATE IN CHICAGO? 
Chicago want ads, real estate, business 
opportunities air mailed to you $2. Please 
specify. Hammond Products & Service, 
5460 Ferdinand St., Chicago 44, Ill. 


THIS COPY CHIEF 
| WON'T TAKE NO NO FOR NO ANSWER 
| So write “Yes, we need a well-seasoned 
| veteran to dig our copy staff out of its 
rut. We can pay $12,000’. and mail +o 
Box 5634, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


ADVERTISING — 
SALES PROMOTION — 
PUBLIC RELATIONS 


Manager, Advertising and Public Relations 


a 
ublicity with 


CHICAGO 


Old established New York technical trade 
magazine, leader in its field, has opening in 
its Chicago office for experienced space sales- 
- Exceptional es Ag ee for the 

to start; drawin; 


right 
. Salary account and 


“RETAIL SELL” 


Prescription for 
Advertising Agencies and 
Manufacturers 


Here’s the man to help you get 
up to 27%* more readership from 
your advertising—to improve all 
phases of your selling efforts! 


*% He is director of advertising, sales 
promotion and publicity (at a sub- 
stantial salary) for one of America’s 
well known retail operations. 


*% He has created, produced and 
placed over $15,000,000 of advertis- 
ing in newspapers, radio, television, 
magazines, direct mail, display and 
point of sale—over 100.000 lines of 
corporate and general publicity. 


% He knows modern merchandising 
and public relations techniques. 


% He has had practical working ex- 
perience with large and small man- 
ufacturers and agencies. 


*% He wants a better job with an im- 
portant company—preferably in the 
Chicago area or California. 


Box 447. ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


* Advertising research foundation proves 
that retail advertising gets an average 
of 27% more readership than national 
advertising in the same medium—be- 
cause it has “Retail Sell’. 


sales program. Experience in film strip and commission to develop. Give full particulars 
motion picture production. Degree in engi- | and experience. All replies held in_ strict 
neering. Do you have a responsible, creative confidence, Interviews will be set up in Chi- 
position with a future where I can help you? cago tog week of aren OO. ne nee 
Rox 444 ADVERTISING AGE 200 E. Illinois ‘St Chicago 11, #11. 
801 Second Ave., Chicago 11, II. : x 3 


We need a copywriter who can han- 
|| dle anything, especially fashion and 
|| food. Way we see it, he or she wants 
| to come to Oregon because of the 
skiing, salmon fishing, mountain 
|] climbing, or whatever it is we're 
supposed to have up here, and this 
|} sounds as though it’s worth investi- 
| gating. We handle national accounts 
and are a 4A agency with offices in 
other cities. We want to make this 
selection a lasting one. Salary de- 
pends, but we are interested in top- 
flight talent. Tell us about yourself 
and send a recent photograph. We'll 
keep it confidential. 
Box 449 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


Need a Los Angeles 
Branch Office? 


Mature Eastern trained adver- 
\| tising executive has sufficient 
national billing out of Los An- 
|| geles to maintain himself in 
|| dignity if you ~vill pick up the 
| tab for modest office, secretar- 
ial service, ‘phone, etc., and 
| extend use of your media rec- 
‘| ognition. In exchange he will 
subordinate his identity to 
yours, serve your accounts, 
and solicit new business for 
your firm. Highest references 
from largest 4A agencies. Re- 
ply in complete confidence: 
Box 442, Advertising Age, 200 
|| E. Illinois St., Chicago 11, Ill. 


Addressing, $2.50 per 1000. Plates em- 
bossed, 3 cents each. Complete Mail Serv- 
ice, 28 St. Marks PL, N. Y. C. 3, AL 4-7082. 


HELP WANTED-MALE 
ARTIST 
CREATIVE 


For Layout and finished art in 
advertising department, nation- 
al concern. Excellent working 
conditions and employee bene- 
fits. State salary, references and 
experience. 


Box 451, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


TO A COPYWRITER WITH 
HIS EYE TO HIS FUTURE... 


We're a medium size agency in a thriving 
southern Ohio city of 500,000 where ‘‘out 
in the country’’ is only 20 minutes from 
the city’s heart. We serve a large number 
of accounts in diversified flelds—industrial 
products, machine tools, home furnishings, 
clothing, automotive, transportation. 
There's a permanent place on our creative 
staff for a copywriter between 30 and 40 
years of age, and with at least five years 
of writing experience on both industrial 
and consumer product accounts. This is a 
splendid opportunity for a man with real 
creative ability to establish himself in a 
growing agency that believes good copy is 
essential for good advertising. Salary to 
start? Up to $8500.00 depending on your 
experience. If you think you're our man, 
write and tell us about yourself. 


Box 446, ADVERTISING AGE 
200 E. Llinois St. Chicago 11, Ill. 


SUBURBAN LA GRANGE 
HIGHLANDS HOME 
FOR SALE 


Three bedroom ranch home, com- 
plete Youngstown kitchen with 
yellow formica tops, built-in breeze- 
way with bar, available June 1. Con- 
venient to primary school, churches, 
and shopping. 30 minutes to Chicago 
loop on train. Oil heat, one and one- 
half garage, located on ¥ acre, fully 
landscaped. Power mower and dra- 
peries. mg $8,500 
down. Box 452 ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


Dissolving Partners 
Offer 


A small profitable national ad- 


advertising and sales promotion. Is 


but fast-growing compan 


of this ad. 


BOX 431 
200 E. Illinois St. 


ADDRESS UNKNOWN 


But a AAA-1 package goods manufacturer with national multiple 
product distribution is anxious to locate a man with these qualifications. 

25 - 30, tremendous drive and energy, high ambition. Creative, = 
sales minded. Can lay out a sales theme on paper, follow it through a 
test market, and evaluate results. 


agency, but has good reasons for wanting to change. ; 
For a man who wants a career with an aggressive, well established 
y, this is a rare opportunity. For interview 
submit complete details in confidence first letter. Our employees know 


ADVERTISING AGE 


Has sales experience but prefers 
successful with present company or 


Chicago 11, Ill. 


vertising media which has shown 
increased net profit each suc- 
ceeding year. While it is a 
printed type of media, it has no 
printing, paper, circulating, man- 
uscript or cut costs or problems. 

We believe this offers an ex- 
cellent profit opportunity for 
small publisher or publishers’ 
representative office who now 
has advertising sales offices in 
New York and Chicago. It will 
require $15,000 cash, balance in 
time payments. Your inquiry will 
be held in the strictest confidence. 


Box 448, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
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Advertising age, March 30, 1953 


NEWSPAPER ADVERTISING 


Representative, expanding N.Y. sales 
office, invites resume from man with news- 
Paper and/or agency experience. Salary 
open. For interview send full details to 


Box 434 ADVERTISING AGE 
801 Second Ave. New York 17, N. ¥. 


TYPESETTING SHOP FOR SALE 
Production capacity $35,000 to $50,000 
annually. Accommodates 3 to 5 men. 
Modern type faces (no machines—machine 
composition is obtained from outside 
sources). Located in Chicago. 

Can be operated under existing conditions, 

with live accounts—or suitable as a private 

shop for advertising agency or art studio. 
Box 450, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Tl. 


FOR ADVERTISING PERSONNEL 
VVeO 

Confidential service for 
employer and applicant 
DRAKE PERSONNEL 


Sorte 1009 
7 W. Madison + Financial 6-2100 - Chicage 2, til. 


ADVERTISING DISPLAY SALESMEN 
Plastic and Thermoplastic Displays 


One of nation’s leading manufacturers of | 
fine point of purchase displays has open- | 
ings for a few top notch representatives 
in some very desirable territories. 
This is for exclusive territorial arrange- | 
ment. Salesmen must be creative, ri- 
enced and should have a following. Liberal 
commission basis. 
KIRBY-COGESHALL-STEINAU CO. 
606 E. Clybourn Street 
Milwaukee 2, Wisconsin | 


CREATIVE COPYWRITER FOR LEADING 
DRUG AND FOOD MANUFACTURER 


Mead J & © , the world's 
leading manufacturer of infant formula, 
vitamin and cereal products, as well as many 
other specialty nutritional products, is seek- 
ing a Creative Copywriter to add to its 
expanding Advertising SeperuaseS. 

The Company is locat in Evansville, In- 
diana, a pleasant Midwestern city with a 
population of 160,000. This position offers 
an outstanding opportunity and future to the 

will be a member of the Cre- 
the Advertising 


variety of promgtional materials to the dru 
trade, food trade, as well as the medica 
»rofessien. The man for this psition must 
between the ages of 26 and + 

excellent well-rounded education and be a@ 
sound, logical thinker with proven creative 
ability and experience. Experience in pro- 
motional writing on drug and food products 
an advantage, but not necessary. 

Salary is commensurate with experience. 
The Company has extremely liberal hospi- 
talization, insurance and ension benefits. 
Replies will be treated confidentially 
detailed history of experience, personal qual- 
ifeations, salary desired and photograph (if 
available) to 
Director of Advertising & Public Relations 

Mead Johnson and Cempany 
Evansville 21, Indiana 


and we hope you're looking for us. 


All phones: CE 6-5353 


“Our 42nd Year” 
THE VANISHING COPYWRITER? 

Has the ability to write smooth sparkling copy passed into the limbo of 
forgotten things? Has yesterday's creative advertising man joined the dodo, 
the Know-Nothing party and the 100-cent dollar? 

We don’t think so—nor do some seventy-three agencies across the country 
who are asking our co-operation in completing their staffs. 

If you have had sound agency experience and enjoy writing live eye- 
opening copy for recognized advertising organizations, we’re looking for you 


A letter, ‘phone call or visit (if possible) may enable us to co-ordinate a 
competent copy writer with the opening he desires. 


GLADER CORPORATION 


“The Agency’s Agency” 
A Bonded Personnel Service 
Stanley D. Koch, Director Advertising Division 
110 S. Dearborn St. 


Chicago 3, Ill. 


ance merchandising. 


We are in the market 
for some 
more brains 


We hope our competitors won't wisecrack 
about the fact that we need more brains. Growth 
is the reason for our need—-and we'd like more of 
the same kind that we now have. 


There are three specific openings: 


RESEARCH DIRECTOR 


We would prefer a man now with an agency, 
who would like more room for growth. 


APPLIANCE COPY WRITER 


There’s a real assignment here for somebody 
thoroughly grounded in white goods selling. 


MERCHANDISING MAN 


We'd prefer a man with experience in a variety 
of fields who can use his knowledge generally, but 
we would consider a man with exceptional expe- 
rience who has specialized in food, drug or appli- 


Please look at our list of clients and you will 
know what we're talking about. If we interest you 
please apply by letter only. If you are now em- 
ployed, we will be discreet. Write to Mr. Vincent R. 
Bliss, Executive Vice President. 


Earle Ludgin & Company 


121 West Wacker Drive, Chicago 1, Illinois 


Crockett Defe? cs 
Editorial-Type Ads 


Boston, March 24- 
‘Publishing Co. may thi 
‘type ads stir reader 
| but that’s not the way |: 
_lantic Sales heard it. 


Curtis 
K editoriale 
entment, 
irper-At- 


C. B. Crockett, pres cent of the 
_Harper-Atlantic comb »«, rises to 
|take issue with Arthuw: \V. Kohler, 
'v.p. and advertising director of 


‘Broadcasting’ Boosts Two 


Broadcasting-Telecasting has 
promoted Eleanor Manning, assist- 
ant to the advertising director in 
its New York bureau, to sales serv- 

/ice manager. Kenneth Cowan, ad- 
| vertising representative in the New 
York bureau, has been promoted 
to eastern sales manager. 


Moore Names Canadian 


__ Benjamin Moore & Co., New 
/York manufacturer of paints and 
varnishes, has appointed the To- 
tonto office of Canadian Advertis- 
ing Agency to direct advertising 
in Canada in all media. 


Stocker & Yale Names Agency 


Stocker & Yale, Marblehead, 
Mass., manufacturer of miniature 
fluorescent lighting and front sur- 
face and contour projectors, has 
appointed Tippett, Jackson & No- 
lan, Boston, to handle advertising. 


Hudson Dealers Name Agency 


Three groups of West Coast 
Hudson dealers have combined to 
appoint Brooke, Smith, French & 
Dorrance, Detroit, to direct their 
advertising. They are the Hudson 
dealers of Northern California, of 
Southern California, and of the 
Pacific Northwest. 


Curtis, who recently sid that edi- 
|torial-type copy annoys the pub- 
‘lic (AA, March Q). 

In Mr. Crockett’s view, this kind 
of ad gets reader cndorsement| 


when it is used legitimately for 
the communication of ideas. Mr. 
Crockett concedes tha‘ the edito- 


justifiable for moving 1erchandise. 


® He insists the editoria! approach 
is a good way to explain the econ- 
omic function of an industrial dis- 
tributor, or to describe the func- 
tioning of a service organization, 
as for instance, an insurance com- 
pany. 

Mr. Crockett reported that a 
survey of several thousand read- 
ers of Atlantic and Harper's 
showed less than 1% mistook edi- 
torial-type ads for editorial mat- 
ter, or objected to that kind of 
ad copy. 


O.P.W. Paints Will Star 
Colored Birds in ‘53 Drive 

Colorful bird illustrations will 
highlight the new campaign of 
O.P.W. Paints Ltd., Ottawa sub- 
sidiary of American-Marietta Co., 
Chicago. The birds will be featured 
in a series of 600-line ads in 
metropolitan dailies, in half-page 
ads in trade publications and in 
full-color window and counter dis- 
play cards. Sample copy points 
out that O.P.W.’s array of paint 
colors “rivals the beauty of our 
feathered friends.” 

The company also will intro- 
duce a point of purchase O.P.W. 
Personal Selector Bar, designed to 
hold its two books on selecting 
color schemes. James Fisher Co., 
Toronto, is the agency. 


Kellogg in Coronation Contest 


Kellogg Co. of Canada, London, 
Ont., in its Rice Krispies advertis- 
ing is sponsoring a coronation col- 
oring contest, offering $15,000 in 
prizes. Two one-page color comics 
ads will appear in national week- 
end newspapers, supported by b&w 
copy. Contest details are given on 
English and French radio _ pro- 
grams. The Toronto office of Leo 
Burnett Co., which has the account, 
is preparing a year’s promotion on 


Kane is in charge of the office. 


Looking For a Rea!iy Good 
PACKAGE GOODS WRITER? 


(Chicago agencies only!) 


Now creating unusually su: essful ads as 
space writer and ass't AE 0 several lead- 
ing nat'l food and house) !d products 
accounts billing near $3 lion. His 
well-rounded ad experience ability to 
plan and execute entire ac crrising-mer- 
chandising campaigns has ted in an 
ever-increasing burden of int work 
He wants to be able to d« ¢ full-time 
to his real love—copy' 
Background of 6 yrs. int 
writing on package goods 
of these as small food ager 
The tough ones always ¢: 
desk—and his account case ) \«cories will 
show you why! Has a strone merchandis 
ing background, too—thr gh brokers 
jobbers, chains, independen 
Rates tops with AEs and clic: 
with. ighly regarded by present em- 
ployers. e's young (under 40) and 
earning close to 5 figures. He |! be one of 
your bese writers the day you hire him 
«. . and he'll get betrer every day. For 
detailed resume and case histories with 
samples write 


Box 445 ADVERTISING AGI 
200 E. Illinois Se. Chicago 11, Ul 
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EDWARD H. BUTLER 
Editor and Publisher 
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EASIER 
ACCESS 
to BUFFALO 


This photograph shows the arches of a 
new, high-level bridge that will give 
easier access across Buffalo Harbor to 
the city. 


FOR THE NATIONAL ADVERTISER 


The easiest entry into the great Buffalo 
Market of over 1,400,000 people is pro- 
vided by advertising in the BUFFALO 
EVENING NEWS. 


Sell the News readers and you sell the whole Buffalo Market 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. 


National Represeniatives 


Kellogg’s Corn Flakes, as well as 
two additional campaigns. 
AMERICA’S | —— 

Donnelly Buys Two Plants 

John Donnelly & Sons, Boston FIRST 
outdoor plant operator, has ac- 
quired the facilities of Eagle Ad- ENGRAVER 
vertising Co. and Windsor County 
Advertising Corp., both in Ver- 
mont. 
Agency Opens N. Y. Branch 

Liller, Neal & Batiie, Atlanta 
agency, has opened an office at 40 eee i 
E. 51st St., New York. Robert B. | oxic, Haey 


DAY-NIGHT 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET, CHICAGO 5, 


ILL. WA 2-8816-7-8 
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This 
is 
interest 


is 
HNTHUSIASM! 


re 
wm 


he 
AmME RICAN WEEKLY 


creates KNTHUS [ASM 


No foolin’...The American Weekly keys your selling effort to consumer 
buying power with high intensity of coverage 
in major markets throughout the United States! 


* Enthusiasm is interest raised to a buying pitch! 
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Retailers Need Agency Service 


Macy's Sells The Creative Man 


_. THE NATIONAL NEWSBAP 


Bedell Discusses a ‘Bargain’ 


TV Commercials Need Surprise Element 
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Salesense in Advertising... 


Advertising Cannot Make Silk Purses 
Out of Sows’ Ears 


By James D. Woolf 
Advertising Consultant 

The current issue of American Maga- 
zine gives its readers this shocking piece 
of news: “Of the vast number of new 
products introduced each year, 98% fail 
to produce a profit.” This estimate is pos- 
sibly based on U. S. 
government _ statistics; 
in any event, I do not 
doubt its approximate 
accuracy. 

I do not know, of 
course, how many of 
these new products— 
for the year, say, of 
1952—involved the use 
of advertising in their 
promotion, but I am 
sure that a lot of them did. Of those many 
that did, I do not believe that the primary 
reason for failure was poor advertising 
performance. 

More probably, in a very large num- 
ber of cases, the reason for failure was 
the product itself. 

Every year I receive scores of letters 
from ambitious entrepreneurs who have 
invented a new product (or bought the 
patent rights from a needy inventor) 
which they believe will make them rich. 

Nearly all of these letters reveal an al- 
most childish faith in the magic power 
of advertising. 


James D. Woolf 


a A few weeks ago, for example, I got 
a letter from an orchestra leader who had 
invented an on-again-off-again handle for 
cans of paint. The idea was that the house- 
holder, occupied, say, with painting the 
woodwork in his kitchen, could grasp the 
can with the trick handle and carry it 
(the can) around the room _ without 
smearing his hands with paint. He sent 
me one of his handles and asked me to 
try it. I found that it worked well enough, 
but somehow or other I still managed to 
get a lot of paint on my hands. His gadget 
was a fairly complicated contraption, and 
it could not have been sold at retail for 
less than the impossible price of $3. 

I advised the musician to forget the 
whole thing. I told him that I did not be- 
lieve there was a burning need among 
householders for his invention, and that 
at best the demand would be very mod- 
erate. 

“But advertising can perform miracles,” 
he protested in his reply. “Do you know 
that people laughed at Gillette’s crazy 
safety razor when he introduced it 50 
years ago?” What has happened since I 
do not know, for there our correspondence 
ended. But if this orchestra leader goes 
ahead with his dream of riches, I predict 
he will be numbered among the misguided 
98% in 1953. 


= Many people, including a host of inex- 
perienced business men, do not grasp the 
limitations of advertising. Superior ad- 
vertising does not create successful prod- 
ucts. In a very real sense, just the re- 
verse is true: Superior products create 
successful advertising. 

It was not advertising, fundamentally, 
that made a Midas fortune for King C. 


Gillette. He invented a device that the 
world needed—and in time the world beat 
a path through the woods to his door. 

It was not advertising that won fame 
and fortune for the late Henry Ford. The 
world, without realizing it, was waiting 
for what Ford gave them—the horseless 
carriage at a reasonable price. 

Superior advertising did not create 
Marshall Field’s. It was a superior policy 
of dealing with tne public that made suc- 
cessful advertising possible. 

If you have a product that looks like 
a “turkey”—if it fails to repeat—if it 
shows no forward sales momemtum at all 
—DON’T KID YOURSELF INTO BE- 
LIEVING THAT ADVERTISING WILL 
PERFORM MIRACLES. 

A great advertising authority, the late 
Albert Lasker, once said a very true 
thing: “The product that cannot succeed 
without advertising cannot succeed with 
it.” This advice applies with equal force 
to a store or any sort of service estab- 
lishment. 


@ What makes advertising yield profits, 
when it does yield profits, is the repeat 
sale. I have no figures to prove it, of 
course, but it may have cost as much as 
$1 a box for each first customer when 
Wheaties was introduced 20 years ago. 
But in all the years since then those same 
first customers have bought Wheaties 
again and again. A fine product—a prod- 
uct of such merit that it repeated at a 
good rate—made successful advertising 
possible. 

We often hear it said of some man or 
other that he is “sales-minded.” Well, 
that’s a good thing or it isn’t a good thing 
—depending on what is meant by sales- 
minded. If it means that the guy is so 
“clever” he can sell straw hats to Eski- 
mos, I don’t want any part of him. If, on 
the other hand, it means that he is prod- 
uct-minded, as well as sales-minded, I 
am for him. 

The man who is product-minded knows 
that it is the superior product that makes 
successful advertising possible. Unlike 
the orchestra leader, he knows that ad- 
vertising cannot perform miracles for 
products that serve no real needs. 

The man who is product-minded be- 
lieves in sincere and truthful advertising 
copy—because he knows that nothing in 
selling is so effective, over the long pull, 
as that corny old virtue—honesty. And 
he knows, what’s more, that most dis- 
honest copy is inspired by product in- 
feriorities. 

So look first to your product—or your 
service, or your store, or whatever it is 
that you hope to sell with profit—before 
you start thinking about advertising. 

If you haven’t got something that is 
good—REAL GOOD—my advice to you 
is that you invest your money in tech- 
nology, or whatever it takes, to get for 
yourself something that is good—-REAL 
GOOD. 

Advertising, with its right hand in a 
sling, cannot keep you out of that 98% 
who fail each year to produce a profit. 
Advertising cannot make silk purses out 
of sows’ ears. 


Employe Communications... 


Employe Benefits Get Boiled Down 


By Robert Newcomb and Marg Sammons 

A few weeks ago this department was 
bemoaning the fact that company tracts 
on group insurance are as ponderous and 
deadly as they are. Naturally exceptions 
exist, but the rule prevails. And certain 
people would like to know what this de- 
partment considers a good example of 
group insurance literature. 

We'll take a little 2144 x 4” job put out 
by the Texas Co. It is called “Synopsis 
of Employe Benefit Plans” and you can 
conceal it in the palm of your hand, slip 
it in your shirt pocket, or tuck it in with 
your Social Security card. 


= Everything important an employe wants 
to know about his benefit plans—the 
group insurance and pension plan, vaca- 
tion plan, employe savings, accident and 
sick benefits, permanent total disability, 
and hospital and surgical benefits—is in 
it. It’s all printed on a single sheet, both 
sides, on a printing area of less than 60 
square inches. The average booklet on the 
subject devotes that much space to the 
introduction. The presentation is boiled 
down so well that, when it was com- 
pleted, there was still a page left with 
nothing on it, so the compilers printed a 
1953 calendar there, something else that 
comes in handy. 

The synopsis, of course, highlights bene- 


fits information that comes to employes in 
larger and more detailed ways, both in 
person and in print. But the fact remains 
that when an employe wants some in- 
formation fast on these subjects, it’s right 
there ready to be read. The employe 
doesn’t have to wade through an acre of 
index to find out what he wants to know. 


8 This new emphasis on condensation in 
communications is a healthy symptom. 
A few years ago a company’s communica- 
tions people undertook the preparation 
of a handbook for new employes. They 
first made notes of all the rules and regu- 
lations they felt the handbook should 
contain, and then made charitable pro- 
vision for a few pages that might help 
humanize the company. But the rules- 
and-regulations area amounted to a great 
number of pages, and the pages devoted 
to humanity were virtually squeezed out. 
In a memorable gesture, the compilers 
decided to dump all dispensable rules, 
and when they had finished, they had 
eliminated more than 200 rules and had 
only 12 left for publication. The process 
thereby permitted the compilers to tell 
a few of the more interesting facts about 
the organization and its people, largely 
in picture form; everyone liked the man- 
ual tremendously, the rules were individu- 
ally recognized because there were so few 
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TWO-YEAR HOMEOWNER TARGET?—Dr. Charles L. Allen, director of research, Medill School 
of Journalism, Northwestern University, conducted a study of home modernization 
plans in Bay City, Mich., last fall for Domestic Engineering (AA, Sept. 8, Nov. 17, 
1952). Merely to indicate the possibilities of the replacement and improvement mar- 
ket in existing homes, Dr. Allen and Domestic Engineering have developed this graphic 
presentation of the possible market for certain types of home improvement products 
during the next two years. The totals are based on Bay City averages projected to 
39,390,000 urban and non-farm dwelling units. They make the assumption that Bay 
City is completely typical of all U. S. dwelling units. While this assumption is ob- 
viously incorrect, the projected figures for a two-year period nevertheless provide an 
interesting indication of the huge market potentials in eristing dwelling units. 
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of them and they all made sense. The 
handbook was most popular. 

The palm-size product of the Texas Co. 
regarding benefits is no excursion into 
humanism, but it wasn’t meant to be. It 


was meant to be a handy little folder a 
guy could put in his pocket, to tell him 
something he might want to know in a 
hurry. And its greatest virtue is its sim- 
plicity. 


The Client Is the Copywriter 


Copywriters, say the men in the news, are young punks with a conspicuous lack 


of intestinal fortitude, 


Who do just enough to get by—never create anything worth while—and who ply 
their trade with all the fervor of a prostitude. 
Because, “Witness,” say the moguls, “the sad state of affairs into which the art 


of copywriting has descended. 


Everyone saying the same thing in the same way, and shouting about the same 


benefits pretended.” 


And because these guys are taking a crack at my profession, I’d like to ask one 
question in a belligerent spirit of defiance: 


Have you ever heard of clients 


Who, after you’ve labored with loving care, the research department, the art 
director, the account executive and the panting hyperbole, 


say: 
“Take it back! 
Scrutinize it! 


Compromise it! 


REE-vise it! 


MAKE IT SING!” 


or any old thing. 
And the second time you try it~ 
They decry it! 


So finally in desperation you use a platitude for a headline and fill the text 
with copy descriptions of a catalog nature. 

And when the client sees it, he leaps three feet in the air, clicks his heels together, 
and says, “Now, I don’t mean to deflate your 
initial efforts, BUT this one has it! 

Now it’s singing! Now it’s ringing! Hear that bell?” 

And you timidly venture, “But will it sell?” 


And the answer indubitably is, “Hell, 


YES!” 
So the ad is printed, and eventually comes to the attention of these cynical, 
happy-outside-their-fifth-Martini Ivory Tower-dwellers 
Who say “Goddlemighty—what we need in this business are some real Honest- 


to-God hellers, 


Who write copy because they love to write copy, and who do a good job of it 
because they haven’t mentally reduced the art to a science.” 


But, gentlemen, 
You’re forgetting the CLIENTS! 


Copy CHIEF 


Mail Order and Direct Mail Clinic. .. 


Department Stores Profit hy Regular 
Use of Direct Mail 


By Whitt Northmore Schultz 

Does your store, or your company, have 
a personality? 

What makes your firm different, un- 
usual, better able to serve your custom- 
ers? 

If your organization is unique, do your 
prospects know about it? Are your cus- 
tomers frequently reminded about the 
outstanding values, bargains, sales, serv- 
ices you offer? 

Standing by, ready to help you effec- 
tively educate your customers and your 
prospects just about you, is direct mail 
—the rifle fire of advertising. 

Are you using this powerful weapon in- 
telligently? 


ws Ad managers, far too often in my opin- 
ion, treat direct mail as the “Orphan 
Annie” of advertising. Frequently they 
ignore it completely, thus missing one 
of the best and quickest methods to gen- 
erate new sales. 

For example, how are store ad man- 
agers using charge account lists? 

I heard the other day about an alert 
department store that had its men’s suit 
department salesmen write a simple, 
friendly letter to their customers telling 
about an advance sale. 

Result? 

Over 200 suits sold in advance, better 
than $12,000 in sales—and all from an in- 


expensive and sincere 52-word letter! 


# You can also use your charge account 
customer list to gather vital information 
on your store. 

Human nature being as it is, people 
like to tell you how to run your business. 
You can put this human trait to work 
for you tomorrow. 

Regular—and, yes, irregular—custom- 
ers are the lifeblood of any store. You 
should give these buyers an opportunity 
to voice their opinions about you. Their 
opinions will often show you new ways 
to increase sales by better service. 

Ask your customers, for example, what 
they do, or do not like, about your store, 
your merchandise. I’ll bet they’ll respond 
promptly and the ideas and comments 
you'll get, and the dormant accounts 
you’re bound to activate, will more than 
pay for your direct mail costs. 


s A Chicago clothing store, eager to build 
sales, sent just such a “what’s-your-opin- 
ion-of-us?” kind of letter to some 30,000 
idle accounts. 

The letter began: “A penny for your 
thoughts...” The letter went on to request 
that the customers report why they had 
not been buying recently. 

The results from this letter were these: 

1. 100 complaints—from which valuable 
information was obtained to rectify many 
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It Has Sell 


Copywriters may come and go at Macy’s—as well as advertising directors. 
But somehow Macy’s manages to come up regularly with a piece of copy 
that is not only a delight to read but sells the bejeeziz out of the product it 
is written around. 

This particular ad is written around two products—Macy’s Red Star gin 
and Macy’s Platinum vermouth. Much 
better than anything we can say about it 
is the copy itself, which we hereby re- 
print—with a warning not to read it un- 
less you happen te be a confirmed and 
ardent prohibitionist: 

Second only to the Great Debate runs 
the rhubarb on how to make the super- 
plu-perfect DRY martini. Macy’s Tire- 
less-Taster has solved it forever. He now 
introduces: 

The “Platinum” Martini. 

The martini to end all debate. 

The absolutely only way to make it is 
this: 

The base is a unique dry gin. Red Star. 
Made only for Macy’s, by the very best 
ginner in America. A pot-still gin—which 
means it’s made in imported English Pot 
Stills in small custom-tailored batches— 
always alike but never a mass-production 
job. A secret 77-year-old formula, com- 
bining celestial spirits with the choicest 
juniper from Germany, the finest of 
angelica from Switzerland, orris from 
Italy, cassia from the Orient, anise from 
Andalusia, and fennel from India. Inter- 
national as the U. N., dry as the Congres- 
sional Records, but dry-bright in flavor 
as Fred Allen himself. 

So now pour in your Red Star Gin: 
not less than 3 or 4 to 1—more only if 
you want to spring lightly over a large 


barn. M * 
Now add your Marceau (Macy’s-Own) acy s 


PLATINUM Vermouth. The Taster dis- FINE WINE & LIQUOR STORE 
covered it in Chambery, in Savoy, in the PR ert 0c 59 ae pole ~ 
French Alps. It is almost white-clear. tence, Fleece odd 27 Seles Tes for daliveriee wide K. ¥. C 
Platinum. Its base is the white wine from setae 20 uate Aeteer nten npr epee cate 
the unique Chambery grapes, drier than 

dry. In this wine a sort of giant “tea-bag” containing 20 or 30 mysterious spices 
and herbs steeps-out an indefinable bouquet. 

Then the clear nectar is poured into carboys, where, half-buried in the 
courtyard of the Vermouthery, it mellows and blends for years in the vivid 
valley sun—and then it’s hey for the Marceau label and ho for Macy’s, and a 
heigh-de-ho and also down-the-hatch to you, Madam and Sir! 

Now stir it in cold silver or glass—makes NO difference. If you want to 
adorn it with an olive or a buckshot-onion or a shaving of lemon or lime- 
peel, go ahead: You cannot mar its superb basic flavor. Don’t add anything 
else: this Platinum Pin-up Martini is dry, and clear as a flawless conscience. 

There is absolutely no other martini even remotely resembling Macy’s Plat- 
inum Pin-up. You will not find it at bars. Our Taster advises your immediate 
purchase, your immediate experiment. He also advises you to pause for station- 
identification as you approach your fourth or sixth. 


MACY’S 


aster 
discovers 

Platinum” 
Martini! 
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Second only te the Great Debate rans the thubarb on how to make 
the super-plu-perfect DRY martini. Macy's Tireless-Taster hes solved 
i forever. He now introduces: 


absolutety 
Our Taster advises your immediate nah aa al 
ment. He alee advises you to peuse for station-ident a you 


approach your fourth er sixth. 


Platinum Martini Cocktail 

Red Star Distilled Dry Gin 4/5 Qt. 90 

3.44 « bottle; 3 for 10.01, case of 12, 39.22 
Marceau Dry Vermouth 15/16 Qt. Ale. 18% by Vol. 
1.68 « boule; 3 for 4.92; case of 12, 19.27 


sales-killing actions the store had been 
using. 


stands out ready and able to serve. 
Direct mail can do many jobs. For de- 


2. 13,000 renewed accounts. 

3. $441,000 in new sales. 

All this from a single, intelligently 
planned, carefully executed letter beamed 
just to those it applied to. 

Every company should use more direct 
rail to make itself a personality, a 
friendly firm to deal with, an entity that 


The Eye and Ear Department... 


partment stores it can (1) announce 
sales; (2) tell of a new service; and (3) 
collect important information about its 
public relations, about the job it can and 
should be doing. 

Use direct mail more often. Use it in- 
telligently—beam it right—and new sales 
are guaranteed, 


(Smack)...That’s Good Beer! 


One of the aspects of television com- 
mercials that certainly deserves a little 
brain-beating is their predictability of 
outcome. From the moment the announcer 
pours the beer into the glass, you know 
that inevitably he is going to enjoy it. 


You know it as surely as you know 
that, if he doesn’t, there’s going to be a 
new announcer next week. 

So when he holds the glass, looks fond- 
ly at it, shakes his head in admiration, 
lifts the glass, sips the liquid in it, smacks 
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the Society of Typographic Arts 


March 28th thru May 


Collins Miller & Hutchings Inc., Chicago photoengravers, have generously donated this space 
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his lips and says, “That’s good beer,” 
there is no element of surprise, no satis- 
faction similar to the satisfaction one 
derives from the outcome of a good plot. 
And the conviction transmitted has about 
it as much validity as the conviction 
transmitted by answers to questions from 
a man with a pistol at his head. 


s The Philip Morris commercials in which 
people on the street were asked to com- 
pare Philip Morris with their own brands 
by blowing the smoke from each through 
their noses had some elements of sus- 
pense and surprise, and this despite the 
fact that they were on film. It is quite 
possible that if Philip Morris or its ad- 
vertising agency had had the courage to 
have the competitive brand favored in 
some of the commercials (which certainly 
must have happened occasionally), the 
element of interest in future commercials 
would have been heightened and much 
greater credibility would have been 
achieved. When, however, time after time 
Philip Morris was chosen, you knew the 
minute the commercial came on what the 
outcome would be—and not only ceased to 
look but ceased to care. 

When Dr. Roy Marshall discusses a 


Tips for the Production Man... 


Ford part; when another Marshall—Rex— 
discusses some gadget manufactured from 
Reynolds aluminum, an element of sus- 
pense is inevitably created, for the out- 
come cannot be foretold exactly. One 
realizes that the part or the gadget is 
eventually going to be proved best for 
the purpose—but he doesn’t know how, 
and thus suspense is created and ultimate 
satisfaction (as in a good piece of drama) 
assured. 

No advertiser or agency would willingly 
sponsor a TV thriller or even a cowboy 
film in which the writer had not gone to 
considerable pains to conceal the outcome 
—or the manner in which it would be 
achieved. For they are aware that unless 
this is done, all elements of dramatic in- 
terest are lost. Yet week after week, or 
oftener, they give their announcers com- 
mercials whose end is telescoped from the 
beginning. As a result, unlike the old 
ten-twent-thirts in which the audience 
hissed the villain, all too frequently in 
modern TV commercials the audience 
tends to hiss the hero. For when he smacks 
his lips and says, “That’s good beer,” you 
do not have the feeling that he has con- 
quered. You feel, instead, that he not only 
has but has been compromised. 


Ad Page Standardization Program 


By Kenneth B. Butler 

Way back during World War II busi- 
ness papers and magazines resolved to 
standardize on ad page dimensions and 
trim page sizes. The purpose was to 
reach a common denominator so that ad- 
vertisers would not have to go to the ex- 
pense of preparing plates in several sizes 
in order to carry on a program. 

A plate size of 7x10” was recommended. 
I am not sure what the recommended 
trim page was, but I think it was in the 
approximate vicinity of 8%4x11%4”. 

The announcement by Family Circle 
that it is changing its page size in April 
to standardize production requirements 
has caused me to do some checking to see 
how well the industry is doing in this 
cause celebre. 

Right away one of Family Circle’s di- 
mensions hit me, their non-bleed roto 
page size being 7x103/16”. Of course 
roto does not print from plates, but even 
the artwork will have to be adjusted to 
this longer page. ..or 3/16” wasted. 

A hasty run-through of mechanical re- 
quirements of business papers as listed 
in SR&D shows that magazines in this 


G. D. Crain Jr. Says... 


group are doing an excellent job on 
standardization. Considering the non- 
bleed plate size, and that is the important 
size, only about one in eleven has chosen 
to be contrary. Most “king-size” books 
handle standard plate sizes, and so do 
the tabloid newspaper publications. 


= I am unable to understand some of 
those publications which have resisted 
the trend, however. There are a great 
many, too many, which list such odd 
sizes as 75/16x10, 7%x10, 7%x10, 
7%x10%, etc. Fortunately these varia- 
tions are larger than the standard 7x10, 
so that if an advertiser wants larger mar- 
gins he can go along. 

An example of what sometimes happens 
is supplied by a client of mine, whose 
budget is all too small. He was using 
two building papers which use standard 
7x10 plates. Then he decided to add an- 
other book in the field. To do so cost him 
about $125 additional to adapt his ad to 
the publication’s 8%x11 plate size. That’s 
good business for plate makers, but not 
necessarily for my client or for the pub- 
lication involved. 


Retailers Need Agency Service 


If retail advertising in general is as bad 
as the comments of experts like Clyde 


Bedell suggest, it is obvious that depart-~ 


ment stores, supermarkets and other large 
retail enterprisers are not making as good 
use of space in their local newspapers as 
they should. 

Maybe, strange to say, this is the re- 
sult of unduly low advertising rates. No 
advertiser likes to pay more than neces- 
sary for the space and other facilities he 
uses, but here is a case where low rates 
may have encouraged sloppy, careless and 
unprofitable advertising. 


® The reasons for rates available to re- 
tail advertisers being as low as they are 
as compared with newspaper production 
costs and general advertising tariffs are 
neither obscure nor hard to find. In the 
first place, these advertisers represent the 
bulwark of newspaper advertising, as they 
assure both the volume and the frequency 
needed to provide a sound base for daily 


newspaper operations. 


In addition, competition for major re- 
tail schedules is extremely keen, and 
newspapers vie with each other to make 
their space attractive not only in terms 
of circulation and market coverage, but 
also from the standpoint of volume and 
frequency discounts. At some newspaper 
conferences I have sat in on, it appeared 
to be true that in certain markets, retail 
advertisers enjoying maximum discounts 
were actually getting space at less than 
the cost of production. 

This has also been true in certain in- 
stances in the case of r.o.p. newspaper 
color. Studies made in various areas have 
indicated that rates for newspaper color 
were deliberately made low to encour- 
age greater use of this attractive feature, 
and ultimately turned out to be under 
actual production costs, which usually in- 
crease much faster than rates. Here again 
an important part of newspaper service 
may have been offered at rates which 
failed to produce adequate revenue. 

The retail field is one which should be 


able to use the services of advertising 
agencies to excellent advantage. The fact 
that newspapers do not set up retail rates 
on a commissionable basis has kept agen- 
cies out of this field, with a few excep- 
tions, and so newspaper copy produced for 
retailers is almost entirely the work of 
their own advertising departments. 


s The recent decision of the Newspaper 
Advertising Executives Assn. to provide 
retail rate cards for members of the 
Assn. of National Advertisers (AA, March 
23) probably means that local rates may 
come in for more careful study on the part 
of general advertisers, agencies and me- 
dia. One of the problems growing out of 
the differential between retail and gen- 
eral rates would be reduced in importance 
if the former carried discounts to recog- 
nized agencies. A rate increase to provide 
agency discounts, as well as to bring re- 
tail rates in line with current production 
costs and circulation increases, might kill 
two birds with one stone. 

It might actually happen that retailers 
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would find newspaper space far more 
profitable at a higher rate level than they 
do at present, when in most markets space 
is on the bargain counter, as far as major 
advertisers are concerned. If retail adver- 
tising dollars had to work harder, and if 
retailers made use of the excellent facili- 
ties of their local advertising agencies, re- 
sults might well justify substantially 
higher costs to the advertiser. After all, 
space is merely a means to an end, and 
it is returns from advertising, and not the 
cost per line, that determines whether the 
investment in newspaper space is prof- 
itable or otherwise. 


s There seems to be no doubt that retail 
rates are due for an overhauling. They 
have lagged too far behind general rates, 
from the standpoint of the publisher as 
well as the national advertiser. In the 
process of a realistic realignment of retail 
rates, bringing the advertising agency into 
the picture, and thus assuring top-notch 
professional service for retailers, could 
well be an important objective. 


Looking at the Retail Ads 


By Clyde Bedell 


This holy space could be devoted week aft- 
er week to criticism and denunciation of the 
mats manufacturers send out over the country 
for merchants to waste their money on. Such 
mats—that are advertising only by courtesy 
of loose terminology—are legion. They are in 
the drawers of, and on the shelves of, and in 
big boxes of, stores in every town, city, and 
hamlet, in the U. S. 

They are testimony at one and the same 
time to the “abundant life,” and the leanness 
of advertising wisdom. Do not blame the nice 
boys and girls who are learning advertising 
(at the expense of merchants afar off). Blame 
the agency executives and the industrial and 
manufacturing executives who approve the 
potpourri of balderdash that floods America’s 
retail stores, from sources that should know 
better! 


® This eastern advertiser paid full space rates 
to run this ad. It has the imprint of “profes- 
sional production” all over it. And of “unpro- 
fessional advertising.” 

It is fairly well established that women are 
not interested in a price reduction unless they 
are interested in the merchandise. They are 
much less likely to buy unwanted merchandise 
because a price is low, than to buy wanted 
merchandise because a price is low. 

Therefore, it seems logical never to hide what 
people are getting in order to play up the 
savings (?) they are getting. If you think it is 
the price reduction that sells merchandise, 
more than the merchandise itself, try selling 
a manure spreader to your wife at 90% off— 
and see how far you get. 

Granting the “sales” value of a reduced 
price, it is at least equally important that these 
are 16 piece sets. The “out of scale” drawings 
(at least in the top illustration) are confusing. 


= Here is a 32-inch ad, but it doesn’t attempt 
to make women want this crystal—nor does it 
answer their legitimate questions about open 
stock and replacements. Ten per cent more 
space could have provided the room the ad’s 
creators would probably say they didn’t have, 
to do a job. And the response could have 
been—I am sure—multiplied. There are many 
details that might be criticized. A bad one— 
the coupon assumes readers will assume the 
top set is set “I,” and the bottom set “II,” or 
should I assume the reverse? Such risks are 
needless and unwise to take in any mail order 
ad. They ask for mail orders at 60¢ extra a 
throw, but don’t mention telephone. 

It is probable that no large group of people 
in the U. S. does as loose and uncontrolled 
and unconsidered a job as advertising people. 
But advertising should be meticulously con- 
sidered and created and produced. 


Regular 1227 Ctl Value only 95 


BUY NOW AND SAVE $3.32 


FOR “DRESS UP” OCCASIONS 


Here's © real value in fine Amercon 


crystoll This sporkling, hond-cost Heisey 
crystal is equally ot home in modern 

or province! “vetnngs “Willhomsburg's” 
funcnonal lines lend on air of simple 
beouty to oll occosions, moke it possible 
for eoch piece to serve several uses Buy 
severe! sets, for your home end os “gifts.” 


Four 9 or. Goblets. 
Four 4'/, ot. Sherbets 
tor desserts or 
sovleed cochioils. 
Four 12 01. leod Teas 
which double fer olf 


four S on. Juices ten the 
trick for wine, sours, 
ad portent. 


For A Limited 
Time Only! 
Get Yours Today! 


Regular 863 Crystal Vabe oly G50 


BUY NOW AND SAVE $2.33 
Mh STARTER od -Y Y 
FOR "EVERY MEAL USE " {I 


Buy now ond seve money on this 
sporkiing, hond-cost Heney erystol. 
“Williamsburg” is designed for 
longlosting “every meal” use, ond 
its functionol lines blend 

pertectly with modern or provincial 
settings. You'll wont severol 

sets, for yourself end for gifts. 


Four 8 or. Tumblers fer weiter or milk, 


four 12 on. teed Tee glasses thet 
double os beverage giesses. 


four 5 ot. Juice glewses “et heme” in 
wither breeklest or supper settings. 


Four 4°” Mappye or seve dishes fer 


Use this mail order 
coupon—Order today. 


i] 
, Nome ' 


| Address orem ewer ewer ecccoecccccccccccccccce ° 
+ City Cecccenscseesesesocecsooce ON senseeia 
; Please send ........__ Set 1 (2) Set! (2) 
© Cosh (..) Check (..) Charge {_.) ; 
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4 Note Please add 60c for postage and 3% sales tax in N c 1 
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$2,000,000 Budget 
Announced by Thor 


Cuicaco, March 25—What is be- 
lieved to be the largest advertis- 
ing budget by any washing machine 
manufacturer, approximately $2,- 
000,000, has been allocated for 1953 
by the Thor Corp. 

The largest single segment of 
the sum will be used for television, 
primarily Thor’s new TV show, 
“Quick as a Flash,” which recently 
made its debut over the American 
Broadcasting Co. network. The 
show will continue on alternate 
weeks for 44 weeks. Initially it 
will be seen in 27 markets, with 
more stations added as availabili- 
ties permit. 

In addition, heavy concentration 
will be made on spring promotion, 
utilizing newspapers and trade and 
consumer publications. Newspa- 
pers will be used on the local level, 
for the benefit of dealers. 

Magazines’ scheduled include 
Better Homes & Gardens, Holland’s 
Magazine, Progressive Farmer, 
Sunset Magazine, and Woman’s 
Day. Trade publications are Elec- 
trical Merchandising, Electrical 
South, Retailing Daily and West- 
ern Appliances & Television. 

Henri, Hurst & McDonald, Chi- 
cago, has the Thor account. 


Ace Art Offers Stamp Lure 


Ace Art Co., Reading, Mass., is 
using Sunday newspaper sections 
plus trade publications for its Nu- 
Ace mounting corners and Title 
Tabs. The company is offering a 
package of 107 different postage 
stamps for 15¢ with each top flap 
from one of its packages. Con- 
sumer ads promote the Ace Stamp 
Club and include a coupon to be 
sent by the customer. Dealers are 
given a tie-in kit, including win- 
dow streamer, counter card, extra 
consumer coupons and a free pack- 
age of the postage stamps. James 
Thomas Chirurg Co., Boston, is 
the agency. 


Cecil & Presbrey Names 3 


Cecil & Presbrey, New York, has 
appointed three v.p.s. They are 
John P. Beresford, v.p. and ac- 
count executive; Franklin E. Brill, 
v.p. and public relations director, 
and Harry Parnas, v.p. in charge 
of media. 


MacLean Heads London Office 


Hugh A. MacLean has been 
named manager of the new United 
Kingdom offices of Hugh C. Mac- 
Lean Publications Ltd., Toronto, 
to be opened shortly in London, 
England. A _ fourth’ generation 
member of the publishing family, 
Mr. MacLean has worked in vari- 
ous departments. 
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Premium Promotions. Special- 
ists in Premium Coupons, 
Certificates and Catalogs. 

Trading Stamps, Collec- 
== tion Books. Outserts 
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UREKA SPECIALTY PRINTING CO. 
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Detroit today. is a ‘inarkét-of full employment, | 
full paychecks. . .. and full shopping bags! 


DMB . . . DETROIT MEANS BUSINESS . . . FOOD 
BUSINESS! eee 


Detroit today is a billion-dollars:a:year market- 
place for food products . . >geéond-ranking in 
food retail sales per family améng the nation’s 
top five standard metropolitan areas. 


To get your food product into Detroiters’ 
shopping bags, you must put jour product De tro it 


story into The Detroit News. Because it is the 


housewives’ food-buying guide, The News News 


carried 1,534,660 lines of food advertising in 


1952 . . . 413,408 lines more than both other THE HOME NEWSPAPER 


Detroit newspapers combined! 
owners and operators of radio stations 
Circulation 457,930 Weekdays; 559,134 Sundays 


WW, WWJ-FM, WWJI-TV 
A.B.C. figures, September 30, 1952 


Eastern Offices: 110 E. 42nd St., New York 17—under manage nent of A. H. KUCH * Western Offices; JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Advertising Pages and Linage in Farm Publications 


Official Figures for February and Year-to-Date «s Compiled by Farm Publication Reports Inc. 
Publications with an * report figures directly to ADVERTISING AGE 


Com sal Dic. Commercial Dis- 
play Excluding play Excluding 
Poultry, Classifiee Poultry, Classified 
and Livestock, in 9 : and Livestock, in 
-—-Total Advertising, In Pages—. ————Tetal Advertising, In Lines. Lines -—~Total Advertising, In Pages —. Total Advertising, In Lines. Lines 
‘Feb. Feb. Jan.-Feb, Jan.-Feb. Feb. Feb. dan.-Feb. Jan.-Feb. ‘Feb. Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb.  Jan.-Feb. Jan.-Feb. ‘Feb. Feb. 
1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 =. — i =, ry . aes 
Farm Magazines Montana Farmer-Stockman. 73.0 60.6 119.4 988 55,160 45, ne ee oe 
Nebraska Farmer ........ 98.8 88.6 1621 154.6 74,704 66,988 122,551 y ; ‘ 
tCapper’s Farmer ..... 76.6 63.9 112.2 106.5 32,872 43,461 57,113 72,403 31,050 41,267 New England Homestead . 43.9 45.0 86.9 84.4 30,728 31,509 60,802 59,120 22,675 23,641 
tCountry Gentieman .... 126.6 96.4 177.3 158.5 54,307 65,555 88,776 107,788 51,286 62,112 Ohio Farmer a 66.4 138.1 114.4 61,504 50,999 106,036 87,890 54614 44,906 
eee ee oe OO | ta feee......-- 573 462 932 808 43302 34953 70,475 61,120 39,834 30,691 
arm & fH Agriculturist: i fone ..... oy : Y 99,577 91,231 39,735 39,356 
Uoper South Edition 48.3 407 $12 661 20.718 27652 34836 44.912 18,605 25.007 | prmnmMana tamer on a See ee a 
#Lower South Edition. 53. 42. 2 ,001 737 ’ 7, 20,578 26,021 | *** pape 7 9 74,644 69,500 123,578 117,099 63,696 60,327 
Southwest Esition ... 682 $5.4 116 89.6 29.239 37.659 47,861 60.906 25,691 32.261 | intiana Editon ...., 1027 966 1713 1600 74736 70322 124856 ll6s67 63970 61149 
Sewreee 7 Sew 2+ O67 AGL OAT —TE2 ASD SEHD GOING «SLRS = 21.625 27,763 | Average 2 Eéltions .... 1026 96.1 170.6 160.5 74690 69,911 124,216 116,783 63,833 60,738 
tp Bay | Rural New-Yorker ....... 44.3 43.1 81.3 77.8 34,706 33,791 63,682 61,016 29,391 27,382 
See eee? care, eee cee cee SOA CES Ee I RIS GSP | tb fame ........... 65.0 522 1065 915 49.147 39,472 80,538 69,210 43,682 33,133 
a ee ee ee TE US A EES | ee foee ..:..... 108.2 103.0 188.6 171.3 84,820 80,726 147,844 134,278 73,224 64,912 
#iy.- Tenn. W.Va, Washington Farmer ...... 57.4 47.0 94.2 82.0 43,393 35,525 71,180 61,957 39,862 31,347 
ee eee ee ee ee NE NS TM GS | aes ten Uh ...... 379 BS Gl GS BS AS 8S ST EO 27,610 
een ition ...... . 6 136.2 155.3 20,844 20,074 106,783 121,759 4,020 1, 
Edition ---..++00++++ 1143 98.7 174.6 158.3 77,705 67,147 118,723 107,686 73,320 63,257 | Wissomsin Ariculturist a38 a3 13rd 1238 GS 6SL 58286 107-725 96831 63,088 $4,352 
#Texas Edition ...... 125.6 103.8 192.3 170.3 85,415 70,590 130,738 115,802 80,569 65,234 ee cass OTSTT FESO LUGEEAD VQIEZIS DUBS DUS RSS TRS “505382 BILIS7 
Average 5 Editions .... 119.5 99.9 184.2 162.5 81,225 67,908 125,196 110,461 77,247 64,023 |. Total Group ......... agp age lly ai ah -setlnir ed nasal nary gaa , 
Successful Farming .... 101.8 109.9 159.4 174.7 45,806 49,441 71,726 78,603 44,201 47,778 | #Not included in totals. §This edition also carries all linage appearing in Western Farm Life. . 
Total Group ........ 595.7 5269 808.7 “B52. 305,187 456,735 “495,322 271,799 287,306 P 
{Changed from 680-line page to 429-line page in February 1953. Changed from 680-line page to 429-line page in | FFM Linage Trend Figures in Thousands 
January 1953. #Not included in totals. 
Monthlies MAGAZINES MONTHLIES 
*Agricultural Leaders’ 1953 1953 
_ Eee .. 155 208 382 501 3,040 4074 7,485 9,821 3,040 4,074 
American Fruit Grower .. 40.5 38.4 735 70.9 17,509 16,601 31,761 30,625 16,513 16,449 FEB. [298 | Fep[ 532 
tAmerican Poultry Journal: 
#Eastern Edition .... 54.0 59.3 108.3 106.4 23,159 25,431 46,458 45,650 14,798 14.626 | | yan. 769 JAN.| 527/ | 
#Midwest Edition ..... 39.2 46.0 82.7 83.4 16810 19,751 35,463 35,780 11,166 12,983 : 
#Pacific Edition .... 346 38.0 685 73.2 14,849 16,283 29,412 31,400 10,455 11,337 1952 ‘ 1952 
Average 3 Editions ... 42.6 47.8 86.5 87.7 18,273 20,488 37,111 37,610 12,140 12,982 3 . res. REV 
Arkansas Farmer ......, 219 161 366 267 16575 12207 27.667 20.233 15299 10,680 | | FEB. (e{¢ eg . 
Better Farming Methods... 39.6 38.6 73.8 81.9 16,993 16,577 31,683 35,139 6,993 16,241 
Breeder's Gazette ....... 211 25.0 37.7 436 9,478 11271 16935 19,626 7,357 6,653 SIAN 
Broiler Growing ........ 43.7 47.1 83.0 93.2 18,750 20,200 35,625 39,962 12,537 12,741 i 1-WEEKLIES 
*California Citrograph 21.9 31.0 44.9 57.5 14,742 20,860 30,170 38,668 14,532 20,690 = MONTHLIES 8 1953 
*California Farm Bureau 
Rah icstevecss 134 118 25.5 22.4 10,094 8904 19,278 16919 9,338 8,526 FEB. /,/67 | FEB. 
*Carolina Co-operator ... ‘8.7 j27 27.7 24.0 3,640 5,320 7,420 10,080 3,640 5,320 oF 
*Cattleman, The-......-. 120.3 126.4 2732 268.9 50,540 53,096 114.755 112,937 20,475 21.861 JAN.[292 | 
*Electricity ontheFarm . 11.7 17.1 19.5 29.2 4167 6,099 6966 10,413 4167 6,099 JAN.| 922 | 292 | 
¢Farmer-Stockman ...... 60.7 38.9 95.3 69.6 26,061 29,569 40,892 52,912 22,493 25,516 1952 1952 
*Florida Cattieman ...... 100.3 65.8 186.0 133.9 42,126 27,622 78,100 56,227 18144 17,570 34 
*Florida Grower ..... ves 22.3 252 49.5 523 15,187 17,162 33,708 35,562 14,709 16,661 FEB. WACZL-) ree. EZ ER 
Kentucky Farmer ...... . 36.2 30.0 60.7 51.5 28,292 23,549 47,567 40,429 26,700 21,427 
*Michigan Farm News... 3.4 16 76 45 7,798 3,812 17,528 10,634 7,658 3,752 
#|||*Mississippi Farmer .. 94 ——— 161 —— 7,077 —- 12,159 — 6,786 — 
§*Missouri Farmer ...... 57 3.3 417 79 3,921 2,485 8063 5,969 3,164 2,345 | Bi-Weeklies 
National Live Stock Arizona Farmer ......... 781 72.8 173.2 1368 59,026 55,050 130,952 103,462 56,457 51,691 
Producer ............ 144 9.2 23.5 184 10,462 6,729 17,063 13,444 10,119 6,142 | California Farmer: 
*Nation’s Agriculture .... 108 7.6 17.8 15.4 4847 3,406 8,012 6,938 4,847 3,406 | — sNorthern Edition .... 57.3 56.21 109.9 103.1 43,306 42,419 83,088 77,972 40,336 39,077 
“New Jersey Farm & Garden 52.9 56.6 100.7 104.9 23,811 25,458 45,340 47,174 19,442 21,077 #Southern Edition .... 55.2 56.4 105.8 104.9 41,759 42,607 80,021 79,244 38,691 39,265 
*Ohie Farm Bureau News. 122 87 219 16.7 5, 3,918 869,897 7,525 5,045 3,668 Average 2 Editions .... 56.3 56.3 107.9 104.0 42,533 42,513 81,555 78,608 39,514 39,171 
pacific Poultryman severe 40.3 48.3 81.8 89.7 17,293 20,735 35,082 38,488 911,097 12,688 | *pairymen’s League News. 14.5 121 25.9 24.0 10,550 8814 18,847 17,474 9,442 8,179 
oultry Tribune ae0 “14l2 3070 “264% “112109 106377 231.354 73 - 
#Eastern Edition ..... 54.6 66.1 109.1 122.9 23,402 28,365 46,794 52,745 14,463 18,004 ona oe Mage 148.9 141.2 307.0 264.8 112,109 106,37 231,354 199,544 105,4 3 99,041 
#Central Edition ..... 46.4 55.0 926 104.0 19,901 23,596 39,708 44,609 13,801 16,296 ‘ si 
#Western Edition .... 38.4 46.4 77.8 85.5 14,465 19,906 33,368 36,682 12390 14,559 . , ‘ , as 
Average 3 Editions .... 46.5 55.8 93.2 1041 19,923 23,956 39,957 44679 13,551 16,286 All figures in the following groups were compiled by Advertising Age 
*Southern Farm & Home. 10.1 9.9 21.5 20.8 10,077 9,930 21,472 20,836 8,264 7.776 | wre enn 
Southern Planter ....... 438 33.9 By} 60 30,688 23,717 55,363 46,159 28,782 21,943 bh. ~ os ¢ - 
nd | World ......++. 63.0 4 142. _ 27,039 7, 1 t f 3 ee ar Farmer: 
cmeine Dairy Journal .. 42.0 343 72.3 xy 17,658 yy +4 aie 307 a a ee Kansas Edition ....... 23.1 23.6 41.7 43.8 56,818 58,093 102,567 107,747 37,312 42,328 
* i ournal. 99.2 145.6 260.9 240.0 41 ‘ Missouri Edition ..... 23.8 23.6 42.8 43.1 58,743 58,101 105,630 106,345 38,465 42,681 
Western Livestock Journa . 40. 678 61,152 109,606 100,779 13,143 15,761 i , 3326s Beoel 4 oesa9 «98543 35776 39°291 
*Wyoming Stockman-Farmer 17.8 11.4 30.4 24.0 15,946 10,178 27,230 21,490 12,004 7,490 | Okla.-Ark. Edition .... 21.6 21.5 393 40. , , , 
Total Group ......... 1,082.3 1,082.3 2166.0 2083.9 “532,073 530,694 17053,056 1,019,964 382,733 368.818 Daili 
tEastern, Midwest and Peat editions were designated as Eastern, Central and Western, respectively, prior to October 1952. iaiaue Getie Gecewe 
#Not included in totals. ged from 760-line page to 429-line page in January 1953. |||Started publication in January 
1955, GChanged from 760line page to 6BS-line page tn duly 1952, Ml outa crcieseceuss S27 384 GAB 708 7,685 1,737 157,785 150.727 32182 38,544 
. : , 40,910 37,033 
Newspaper Monthly Farm Sections ae: sgecegseeee 48.0 47.8 915 94.3 102,250 101,717 194,783 200,606 
*lowa Farm & Home .... 198 24.0 36.7 43.4 20,848 25,314 38,657 45,806 19,959 24,449 Stockman ........... 41.2 426 91.3 90.8 87,758 90,684 194,458 193,177 42,690 39,442 
*Rural Gravure ........ 82 67 135 125 8159 6,652 13,493 12,425 8159 6,652 | St. Louis Daily Livestock 
t*Texas Ranch & Farm... 23.3 165 37.5 55.8 24514 17,584 39,410 59.430 21.658 15.869 Reporter ........00+5 28.4 263 566 55.3 60,418 55,907 120,506 117,683 29,917 22,379 
Total Group ......... “S13 ~ 472 ~87.7 “TIL? “S352 “4550 “91,560 “117,001 ~49,776 ~46,970 | Total Group .......... T513 “i551 3042 “S112 “322111 330,085 647,532 “662,193 145,699 137,398 
tLarger page size (1,065 lines) in February 1952. 
Canadian 
Semi-Monthlies Country Guide ......... 6 48.6 82.0 75.2 32,852 35,010 59,071 54,149 32,852 35,010 
American Agriculturist ... 364 36.7 69.4 65.9 26,483 26,692 50,497 47,985 22,538 23,284 | Family Herald & Weekly Star: 
*California Grange News.. 11.2 7.7 25.2 16.0 12,172 8,327 27,800 17,581 6,258 5,852 |  #€astern Edition .... 100.9 87.3 190.0 169.0 100,934 87,299 190,037 169,030 72,636 60,647 
Colorado Rancher & Farmer 39.3 34.5 68.5 60.8 29,679 26,053 51,785 45,915 25,638 22.272 |  #Western Edition ..... 85.0 74.0 157.9 143.8 84,973 73,960 157,823 143,741 66,097 56,303 
*Cooperative Digest ..... 92 81 194 149 3,847 3,395 8114 6,230 3,780 3,395 | Average 2 Editions .... 93.0 80.7 174.0 156.5 92,954 80,630 173,931 156,386 69,367 58,475 
Dakota Farmer ......-.. 686 66.1 117.3 110.3 53,788 51,846 91,944 86,486 50,950 47,244 | Farmer's Advocate & Canadian 
Farmer, The ...+.+-+++» 98.8 90.0 164.3 150.0 77,489 70,547 128,861 117,562 68,677 61,176 | Countryman .......... 57.6 45.4 97.4 80.7 40,288 31,809 68,158 56,533 31,783 23,793 
Hoard’s Dairyman ....... 52.0 50.2 941 90.6 37,884 36,581 563 66,008 31,229 30,669 | tFarmer’s Magazine ..... 28.0 361 659 57.9 11,991 25,280 28,266 40,505 11,849 24,220 
Idaho Farmer .......... 61.9 46.7 100.7 82.1 46,799 35,286 76,117 62,063 43.240 31,766 | {Free Press Prairie Farmer 112.2 100.0 192.7 191.9 121,190 109,977 208,179 211,106 80,828 63,152 
Kansas Farmer ........ 55.7 51.3 94.9 85.2 42,314 38,983 72,084 64,745 37.732 33,001 | Western Producer ....... 63.7 56.1 114.0 103.9 68,178 60,000 122,017 111,120 45,232 37,645 
*Indiana Farmer's Guide. 31.9 31.9 582 541 24,980 25,045 45,630 42,449 18,955 19,096 Total Group .......... 400.1 366.9 726.0 666.1 ~367,453 ~342,706 659,622 629,799 271,911 242,295 
Michigan Farmer ........ 59.9 56.3 111.5 100.8 00S 43,260 = 85,675 77,398 + 39,637 37,163 | #Not included in totals. Changed from 700-line page to 429-line page in April 1952. {Larger page size (1,100 lines) 
Missouri Ruralist ....... 67.8 48.2 105.7 79.1 51,523 36,638 ,364 60,109 41,327 29,557 | in February 1952. 
Saratoga Names Bliss & Co. Connecticut Milk Producers port, Pa., carpet producer. In ad-| piano manufacturer. Media plans|tently due to technical operating 


Ben B. Bliss & Co. has been ap- 
pointed by the Saratoga Springs 
Authority to handle 1953 advertis- 
ing and promotion in the metro- 
politan New York market for the 
state-owned, state-bottled mineral 
waters. Media plans include news- 
papers, radio, subway posters and 
point of sale material. Moser & Co- 
tins, Utica, will continue to handle 
the account in upper New York 
state. 


Shattuck & Clifford Bows 


Benjamin Shattuck, formerly 
v.p. in charge of consumer goods 
merchandising with James Thomas 
Chirurg Co., Boston, and J. Nel- 
son Clifford, previously chairman 
of the Chirurg industrial plans 
board, have formed their own 
agency, to be known as Shattuck 
& Clifford. The agency will be lo- 
cated at 143 Newbury St., Boston. 


Vote $100,000 for ‘53 Drive 


The Connecticut Milk Producers’ 
Assn., which spent $39,000 on ra- 
dio and newspaper advertising last 


| 


budget for the coming year. In| 
its annual meeting at Hartford, 


the association decided to finance 
the appropriation from a deduction 
of 3¢ on every 100 Ibs. of milk 
sold, except in June. 

The June “check-off” will jump 
to 4¢, and the funds will be used 
for national advertising handled 
by the American Dairy Assn. De- 
ductions in the other months will 
a in Connecticut, it was 
said. 


Drives for Lees Carpets 


Full-color pages in Sunday 
newspaper sections and b&w pages 
in newspapers will run in 51 cities 
for James Lees & Sons, Bridge- 


Pek e 


|cast. D’Arcy Advertising Co. hand- 


year, has approved a $100,060 a6 Ree ne ee eed Evening 


dition, full-color page insertions 
in April are scheduled for Amer- 
ican Home, Better Homes & Gar- 
dens, House Beautiful, House & 


Post and Sunset Magazine. The 
floor covering promotion will be 
featured by Kate Smith over 48 
NBC stations in her Monday tele- 


les the account. 


2 Name Harold J. Siesel Co. 


Holland Shade Co. and De Jong 
Inc., both of New York, have ap- 
pointed Harold J. Siesel Co., New 
York, to hanale advertising. Leon- 
ard Rattner Co., New York, han- 
died both accounts previously. 


Casmir Gets Sohmer & Co. 


Casmir Advertising, New York, 
has been named to direct advertis- 


have not been announced, but con- 
sumer and business publications 


will form the major part of the) 


schedule. Schwab & Beatty for- 
merly handled the account. 


Appoints Stuart Heminway 
Stuart Heminway, formerly New 
England district manager for Pro- 
duction Engineering and Manage- 
ment, has been added to the ad- 
vertising staff of America’s Textile 
Reporter, Boston. He will repre- 
sent the New England district. 


KONA Sold by Honolulu Radio 


Honolulu Radio has sold KONA-| 


TV, Hawaii’s first TV station, to 
Advertising Publishing Co. and Is- 
land Broadcasting Co., subject to 


approval of the Federal Communi-| vertising, Los Angeles, to handle 
cations Commission. The station advertising. Promotion will be di- 
began telecasting last November,| rected to consumers, and the ar- 
ing for Sohmer & Co., New York! but has been on the air intermit-| chitectural and the building fields. 


difficulties. The station will re- 
turn to the air under new owner- 
ship after technical improvements 
and reorganization. 


Raytheon Offers Caddy Prizes 


Six 1953 Cadillacs are the prizes 
Raytheon Television and Radio 
Corp., Chicago, is offering in an 
|essay contest for dealers, salesmen 
and distributor salesmen. The con- 
test ends on May 31. Awards go 
to the best essay of 1,000 words on 
|\why Raytheon is easier to sell. 


| Nevada Flagstone to Bowes 
Nevada Flagstone Quarries Inc., 
Las Vegas producer of flagstone 
for walls, fireplaces and patios, 
has appointed Charles Bowes Ad- 


to he 
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Lassiter Uses Tiny 
Color Plates to Get 
a Color Page Effect 


CHARLOTTE, N. C., March 24— 
Lassiter Corp., designer and printer 
of packages, has decided to take a 
different tack in using color in its 
trade paper advertising. 

Instead of utilizing full-color 
plates for’ its full-page ads, the 
company limited the color merely 
to the packages it designed for 
nationally known clients. Laven- 
son Bureau of Advertising, Phil- 
adelphia, designed the ads for this 
series. 

To date, two ads have been pre- 
pared and placed in this long 


series, according to James H. 
Lavenson, partner in the agency. 

The first one announced sales 
results on a new package for 
Downyflake one-minute frozen 
waffles. The package is reproduced 
by four-color plates, measuring ap- 
proximately 2” square. The rest of 
the page is in black and white with 
the exception of the Lassiter sig- 
nature, which uses red. The entire 
ad, however, gives the appearance 
of being designed completely in 
full color. This ad is scheduled for 
Frozen Food Age and Packaging 
Parade. 

A second ad uses a similar tech- 
nique to highlight a new package 
designed for Mann’s potato chips. 
Plate costs on both ads are es- 
timated at about one-third the 
normal cost for full-color ads. 


Lever Launches Lux Liquid 
Packed in a Can, for Dishes 


Lux Liquid Detergent, the only 
liquid detergent packaged in a can 
and intended for dishwashing, has 
been introduced by Lever Bros. 
Co., New York, in the Philadelphia 
and Baltimore sales divisions as 
the first step in a national cam- 
paign. A 12-o0z. can with a dripless 
spout is priced at 39¢ and will do, 
according to Lever, more than 
2,000 dishes. The product is in- 
tended to compete with all soaps 
and synthetic detergents, granu- 
lated or liquid, on the dishwashing 
market. 

The introduction will be sup- 
ported, regionally, by advertising 
in newspapers, radio and televi- 
sion and dealer aids. J. Walter 
Thompson Co, is the agency. Lux 
Liquid was reported first, exclu- 
sively, in the Dec. 1 issue of AA. 


Use of Newsprint First Two 
Months ‘53 Higher Than ‘52 


Total newsprint consumption for 
the first two months of the year 
was estimated by the American 
Newspaper Publishers Assn. at 
918,171 tons, as compared with 
913,086 tons for the same period in 
1952. 

There was a 52-day supply on 
hand and in transit at the end of 
last month for the average of all 
dailies reporting to the ANPA. 
This was a decline of five days, 
compared with January, 1953. 
There was a 48-day supply at the 
end of February, 1952. 


Cox Co. Appoints Torreson 
Russell R. Torreson, formerly of 
Tri-State Advertising, Philadel- 
phia, has joined J. Cunningham 
Cox Co., Philadelphia, as assistant 
director of radio and television. 


Parker Machine to Hopper 


Parker Machine Tool Co., Brook- 
lyn, has named Schuyler Hopper 
Co., New York, to handle adver- 
tising and sales promotion on the 
company’s line of European ma- 
chine tools. Initial plans include 
insertions in American Machinist, 
Machine & Tool Blue Book and 
Tooling & Production. Additional 
business publications in the metal, 
metalworking and machinery 
classification are being considered. 
Marvic Illustrations, Brooklyn, 
previously handled the account. 


‘Ding Dong School’ Adds One 

“Ding Dong School,” NBC’s pre- 
school children’s TV show, has 
added a third sponsor, Minnesota 
Mining & Mfg. Co., for Scotch tape, 
which has picked up the tab for 
the Tuesday morning segment. 
Batten, Barton, Durstine & Osborn 
bought the time. Scott Paper Co. 
(Thursdays) and General Mills 
(Fridays) are the other two spon- 
sors (AA, Jan. 26, Feb. 16). 


Gel all the facts from 
REYNOLDS-FITZGERALD, Ine. 
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S PROVED EVERING NEWSPAPER” ps 


@ WHEN you want it 


Here’s a unique market enriched by the summertime influx of 3,100,000 extra 
consumers and pregnant with the prosperity of $233,000,000 extra sales. 
This summer, more people than live in Detroit, or Philadelphia, or even Los Angeles, 
will come to Colorado. And while these 3,100,000 vacationists are enjoying 
the nation’s roof garden they'll spend $233,000,000 for goods and services . . . 


You can reach this enriched market, with its bonus population and sales, 
at no increase in rates. And you can sell effectively in this market with the economy 
of single medium coverage. T)\e Denver Post’s Empire Magazine offers you 


this summer 
the Colorado market 
offers you... 


that’s $233,000,000 over and above the regular market. 


89% coverage of Metropolitan Denver, 65% coverage of the entire State of Colorado. 


In terms of market, of coverage, of cost, doesn’t it make good sales sense 
to increase your summer schedule in The Denver Post? 


Doily .... 
Sundey 


Empire Magazine and Comics 380, 106 


A. B. C. Publisher’s Statement 
Septenber 30, 1952 


CIRCULATION 


THE DENVER POST 


Fhe Vaice of the Racky Mountain Empire 


PALMER MOTT 1OITOR AND: rustismee 


y, Regan & Schmitt, Inc. 
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Effectively Covered ONLY by 
THE PEORIA JOURNAL STAR 


REPRESENTED BY 
WARD-GRIFFITH CO., INC. 


i 
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MILuTown, N. J., March 25—An) 
asterisk surrounded by lots of 
white space is the way Personal | 
Products Corp. will kick off an un- 
usual new campaign for its Meds. 
tampons. 

Batten, Barton, Durstine & Os- 
born, agency on the account, be-) 
lieves the white space “is not) 
merely an_ attention-getter but! 
serves a real purpose of symbol- | 
izing the product which is de- 
scribed in the text below.” - 

Copy runs to 45 words, talking 
of Meds like this: “You use it...) 
but you don’t see it. You use it... 
but you don’t feel it. You use it... 
but you never know it’s there at. 
all.” 

| 
# BBDO intends the ads to present 
Meds “in a memorable, provocative 
and yet dignified way.” Martin 
Dwyer, account executive, said the 
agency was “acting on the thesis 
that tampons as a generic product 


Clients 


American Bakeries Company 
Atlanta, Ga. 


Birdsey Flour Mills 


Macon, Ga, 


The Bradfield Company 


Atlanta, Ga. 


Central of Georgia Railway 


Savannah, Ga. 


Courts & Co. 

Atlanta, Ga. 
The First National Bank 
of Atlanta 

Atlanta, Ga. 


Tom Huston Peanut Company 
Columbua, Ga. 


Seatrain Lines, Inc. 
New York City, N. Y. 
Schwob Manufacturing Co. 
Columbus, Ga. 


J. Allen Smith Company 
Knoxville, Tenn. 

ee Southern Bell Telephone and 

a. Telegraph Company 

. Atlanta, Ga. 


Southern Dairies, Inc. 
Washington, D.C. 


Southern Spring Bed Co. 


Atlanta, Ga. 


Southern Wood Preserving Co. 


Atlanta, Ga. 


The S.S.S. Company 


Atlanta, Ga. 


Swift Manufacturing Company 
Columbus, Ga. 

U. S. Army and U. S. Air Force 

(Third Army Area) 


Atlanta, Ga. 


United Hosiery Mills 


Chattanooga, Tenn. 


Advertising and) Salles Counsel 


O, the occasion of our 15th Anniversary we 
want to thank our clients, our media and pro- 
duction sources, and our other friends for the 
confidence and faith which they have mani- 
fested in us through the years. 
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~~ |BBDO Drops Educational Approach in Ads 
for Meds, Sets Drive with Brand Emphasis 


have obtained a considerable meas- 
ure of acceptance from American 
women, so this is a brand cam- 
paign as opposed to the educa- 
tional approach which has marked 
most tampon advertising in the 
past.” 

The asterisk ad, two columns by 
10”, will appear in April in such 
magazines as Charm, Coronet, 
Glamour, Hit Parader combination, 
Mademoiselle, Quick, Seventeen 
and Today’s Woman. The cam- 
paign, running from April through 


* 


* 
You use st. but you don’t see it! 
You use ~~ but you don’t feel at' 
You use t= ~— but you never know 
it's there at all! 
What sit? It's Meds the modern 
form of samtary protection... the 


tampon made for the modern woman. 


September, will also use three 
two-color pages which will “also 
be a considerable departure for 
advertising in the field of sanitary 
protection.” 


# One color insertion will show a 
large cotton blossom followed by 
the caption: “The blossom that 
bloomed into a blessing.” The sec- 
ond color ad will feature the re- 
cently revised Meds package with 
the caption: “The package that 
changed a pattern of living.” 

BBDO plans to use the asterisk 
ad early and late in the schedule, 
with the color pages sandwiched 
in between. As for the choice of 
media, Mr. Dwyer said: 

“The philosophy behind that is 
that the greatest existing and po- 
tential market in internal sanitary 
protection is women 35 years of 


/age or under. We are therefore 
|concentrating on these women by 


having our advertising messages 
appear in a group of magazines 
edited for younger people.” 


Vultee Aircraft Names Two 


Tucker Wayne, President 


TUCKER WAYNE & COMPANY 


1175 Peachtree St., N. E. ae ie . Atlanta, Georgia 


. 


~~. 


M. E. (Rockey) Spicer, formerly 
public relations director of Dan B. 
Miner Co., Los Angeles, has been 
appointed special assistant to the 
manager of the San Diego divi- 
sion of Consolidated Vultee Air- 
craft Corp. Mr. Spicer will head 
a new department, coordinating 
‘community and public relations 
for the division, although C. W. 
Greaves will continue as head of 
the division’s public relations. Dave 
|Hellyer, formerly professor of 
journalism at the San Diego State 
College, has joined the new de- 
partment also. 


Bates Boosts Men’s Shoes 


Bates Shoe Co., Webster, Mass., 
| has prepared a major schedule for 
its Bates Originals, Phi Bates and 
Bates Floaters men’s shoes. Trade 
publications will be used as well 
as newspapers, Collier’s, Esquire 
and Life. Dealers will be given 
window display materials, news- 
paper mats, counter and display 
signs, direct mail pieces and il- 
luminated window markers. Rein- 
gold Co., Boston, is the agency. 


Cahoon Joins Hicks & Greist 


Wilbur Cahoon, formerly with 
Storm & Klein, New York, has 
joined the art staff of Hicks & 
Greist, New York. 
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FTC Wants Periodic Bull Sessions 
with Admen, No Censorship of Ads 


(Continued from Page 1) ‘reach substantial proportions. 
formal meeting between ranking. 


has been fixed for the next meet- | brought a test case against a Wash- 
ing, negotiations are continuing. ington retailer, these plans were 
‘nationwide. In many cases, FTC 


® The initial meeting, involving said, the plans were badly mislead-|¥ 


FTC, Assn. of National Advertisers ing and have caused the public to 
and the American Assn. of Adver-| lose confidence in 


in New York, March 13, without | been avoided if the freezer plans 


ar As an example, commission peo- & 
spokesmen for the commission and ple mention the advertising of food | 
industry groups. While no date freezer plans. By the time FTC , 


advertising. | 
tising Agencies, was carried out Much of this damage would have) 


publicity. While there was a tacit! were studied sufficiently early in| i 


agreement that neither the com- | the game so that media and adver- 
mission nor the industry would tising groups could be aware of the 
discuss the program until definite problems which FTC detected in 
commitments were made, this the copy. 
agreernent broke down when Ap-. 
VERTISING AGE learned of the meet- # The commission’s most perpiex- 
ing (AA, March 23). 'ing problem is its lack of technical 
When AA inquired, neither the data for determining the validity 
industry nor commission represent- of performance claims which ad- 
atives would discuss the nature vertisers make for new products. 
of the agreements under consider-| FTC people confess candidly that 
ation, but Commissioner Stephen important cases bog down, and are 
Spingarn confirmed that a meeting) sometimes dismissed, for lack of 
had taken place. AA learned from'| conclusive technical data, and that 
other commission sources that the this lack of data is inevitable in 


NO MORE DOLDRUMS—Adrian Murphy (third from right), pres- 
ident of CBS Radio, accepts congratulations from members of 
the Radio Executives Club of New England after a speech in 


which he declared that radio will “never 


through the psychological doldrums in which it found itself 14 


again have to pass 


months ago.” Left to right are George Steffey, WNAC, Boston; 
Rudolph Bruce, president of the club; Lambert Beeuwkees, 
general manager of WLAW, Boston; Mr. Murphy; Harvey J. 
Struthers, general manager of WEEI, Boston, and Cy Young, 
WBZ, Boston. 


talks centered on steps which the 
industry could take to step up its| 
own efforts in behalf of truthful 
advertising. 

Commissioner Spingarn takes 
the position that FTC’s standard, 
as defined by law—that advertis- 
ing must be neither false nor mis- | 
leading—is a minimum; that the} 
industry’s self interest calls for 
considerably higher standards, and 
that FTC should do all it can to 
encourage the industry to work for 
advertising which will command 
public confidence. 

On the basis of his presentation, 
the commission unanimously au- 
thorized the staff of its division 
of anti-deceptive practices to work 
up a plan for FTC-industry coop- 
eration and prepare an agenda for 
a meeting with the industry. 


s Preliminary talks between FTC’s 
staff and members of the advertis- 
ing associations took place during 
January and February. These talks 
culminated in an invitation from 
the industry groups for FTC to 
come to New York. Commissioner 
Spingarn was deputized to repre- 
sent FTC at the meeting. 

The meeting took place at the 
Union League Club in New York, 
March 13, and involved two hours 
of pre-luncheon discussion, and 
another hour after luncheon. Com- 
missicner Spingarn and the FTC 
staff returned to Washington “op- 
timistic that something worth 
while will develop.” 

The commission has at least 
three important goals in mind. It 
hopes to: 

1. Obtain a reliable source of in- 
formation about new developments 
in the advertising world which 
may become sources of difficulty. 

2. Provide advertisers and media 
with more information about its 
decisions and policies. 

3. Get technical data from ad- 
vertisers which will reduce the, 
amount of litigation over perform- | 
ance properties of new products. 


| 
s The first two of these objectives | 
would be achieved through the, 
periodic conferences. As FTC sees) 
it, the advertising and media peo-_ 
ple would be something of an “in- 
telligence service,” reporting on 
various industry problems. In re- 
turn, they would enable FTC to! 
head off controversial issues before, 
they reach the point where they 
embarrass advertisers and media. 
FTC people say many damaging 
advertising ideas first appear on a 
local level, then spread “like mea- 
sles” to other markets. Because its 
entire staff—including clerks and 
stenographers—numbers only 150 
persons, FTC’s division of anti- 
deceptive practices seldom learns 


of these developments until they' 


_view of the limited funds available 
for testing. 

As it stands now, the total FTC 
fund for technical tests this year 
is $12,000—$10,000 for tests at the 
National Bureau of Standards and 
$2,000 for tests at the Food & Drug 
Administration laboratories. The 
chlorophyl and _ soil conditioner 
cases alone require considerably 
more than the total amount avail- 
able to the commission. 


s FTC people feel that advertisers 
could help solve this problem, to 
the benefit of everyone. 

While there are a number of ap- 
proaches to the problem, one of 
the approaches favored at FTC 
suggests that advertisers interested 
in a controversial product jointly 
commission an independent com- 
mercial laboratory to determine 
performance characteristics. The 
laboratory’s report could become 
the basis of a trade practice code 
which would give industry mem- 
bers a clear indication of the kinds 
of advertising claims which could 
be made for the product. 


ANA RELEASES DIGGES 
SPEECH ON FTC TALKS 


New YorK, March 26—The text 
of an off-the-record speech made 
by I. W. Digges, v.p. and general 
counsel of the Assn. of National 
Advertisers, before the ANA’s 
spring meeting, regarding negotia- 
tions with the Federal Trade Com- 
mission, was made public yester- 
day by the association. 

As Mr. Digges described the dis- 
cussions, they began in January 
when two FTC _ representatives 
(Messrs. Sweeney and Powers) 
came to New York to explore clos- 
er liaison. Mr. Digges said ANA 
felt that closer liaison would assist 
in bringing about decisions as to 
the propriety of advertising claims 
on a sound, reasonable and real- 
istic basis, and advertising would 
have an opportunity to get its own 
house in order before formal FTC 
proceedings, and finally, industry- 
wide observance of commission de- 


|cisions could be fostered. 


8s The ANA committee, along with 
Four A’s representatives, has made 


clear that it could not get into) 


individual FTC cases involving ad- 
vertising, but that it would work 
with FTC on problems common to 
an entire industry and not limited 
to a single advertiser. 

Under present procedure, the 
committee recommended that (1) 
The plan and method of operation 
be developed slowly; (2) that pub- 
licity be kept to a minimum and 
(3) that at the beginning discus- 
sion be limited to copy claims, al- 
though questions relating to ad- 


vertising, merchandising and sell-| 7 2 
ing might come ater We Would Be Foolish to Go Ahead 


In mid-March when the group 
met again, the ANA objectives 
were received without argument, 
Mr. Digges said. The group would 
meet every 45 days, alternating its 
place of meeting between New 
York and Washington. The ANA- 
Four A’s group would be aug- 
mented by media representatives. 


@ The group would explore these 
five questions: 

1. How can FTC, with industry 
assistance, protect the public in- 
terest in its determination of what 
advertising claims are false? 

2. How can FTC, without preju- 
dicing its legal responsibility, work 
with the advertising business to 
implement self-regulation? 

3. How can sources of intelli- 
gence and information be im- 
proved so that unfair practices can 
be stopped at their inception? 

4. How can FTC achieve a more 
effective dissemination of its rul- 
ings and decisions for the benefit 
of all concerned? 

5. How can the industry help 
FTC evaluate the properties and 
performance values of new prod- 
ucts for which no general fund of 
information exists? (This refers 
to the need of the commission for 
adequate research, for which it 
currently has very limited funds.) 


s Will cooperation work? Mr. Dig- 
ges thinks it will, provided all 
parties realize that good will must 
be brought to the operation, that 
business must realize the govern- 
ment’s obligation to be impartial, 
and that the government realize 
the vital function of advertising in 
the U. S. economy. 

“There would have to be com- 
mon understanding as to what is a 
factual or objective claim, what is | 


with Color TV Now,’ Stanton Says 


WASHINGTON, March 26—Mem- 
| bers of the House interstate com- 
‘merce committee were toid this 
week that color TV cannot get off 
dead center until the Federal Com- 
/munications Commission takes an- 
‘other look at systems which have 
'been under development since the 
so-called CBS color method was 
authorized nearly three years ago. 

Columbia Broadcasting System’s 
President Frank Stanton told 
House committee members CBS 
has no plans to go ahead with col- 
or under existing circumstances. 
'He insisted that FCC’s 1950 deci- 
|sion was a proper one under the 
facts existing at that time. He said 
“the impetus was lost” when set 
production was held up by liti- 
gation and defense materials 
shortages. With 23,000,000 sets in 
use which cannot receive a_ pic- 
ture from CBS color transmission 
without adapters, Mr. Stanton said 
his organization “would be tilting 
at windmills to undertake now, 
|without any substantial industry 
support, to try to pick up again 
'where we were forced to leave 
off.” 


. Dr. E. W. Engstrom, v.p. in 
| charge of Radio Corp. of America 
| laboratories, said RCA will be 
| ready to submit its improved color 
system for FCC examination 
“within the next six months.” He 
said broadcasts could start “to- 
morrow” if FCC gave its permis- 
sion, but he did not indicate when 
|sets would begin appearing on the 
_market. 

Dr. Engstrom said RCA is pre- 


|“beneficial operatio: 


/entire advertising industry cooper- 


mere puffery, what are the true pared to establish a pilot produc- 
sources of independent opinion,” tion line capable of producing 
Mr. Digges told the ANA. “Both| about 2,000 color tubes monthly 
would have to understand that the | and that other firms will be able 
role of government is a law-en-| to establish similar lines, since the 
ment does not operate in the ceived in black and white on ex- 


‘realms of good taste, aesthetics or. isting sets. He said the arrival of 
| morals. These latter « 


nsiderations Color can be gradual and painless. 


would have to be har dled in a dif- He predicted the transition would 


ferent way.” 
These premises ’ 
Digges told the ANA he foresees a) ond and a progression roughly 
of benefit Similar to the seven-year cycle, 
to government, to industry and to Which resulted in a total of 23,- 


the American people, provided the 990,000 b&w sets by early 1953. 


ates,” brief arguing that FCC could au- 


Belcour Forms Broker Co. 

Frank Belcour, formerly a sales | 
representative with Central Square 
Printing Co., Cambridge, Mass., 
has set up his own printing brok- 


erage business, Graphic House As- | 


sociates, Auburndale Mass. 


thorize color broadcasts on stand- 


be gradual, with perhaps 100,000 | 
ranted, Mr. | Sets the first year, 200,000 the sec- | 


's RCA also submitted a legal 


ards used in the RCA system with-.| 


out waiting for an application 
from the industry and without 
holding hearings. 

| Mr. Stanton, who appeared on 
the following day, said CBS will 


support any system which “works 
well, which is practical and the 
cost of which is reasonable.” He 
expressed doubt that FCC could 
act without full hearings, how- 
ever. “On the basis of present but 
incomplete information, we _ be- 
lieve that the new compatible sys- 
tem faces substantial problems, 
particularly in cost and complex- 
ity,” he warned, 


Packard Exploring 
Luxury Market in 
Chicago Test Drive 


Cuicaco, March 25—Packard 
Motor Car Co. tomorrow will be- 
gin a $250,000 test campaign aimed 
at capturing a larger share of the 
luxury car market. 

The six-month trial run will op- 
en here with Chicago Packard 
dealers sponsoring television cov- 
erage of the Chicago Daily News 
Relays. The name, address and 
photograph of each dealer will be 
used in the telecast. 

Community newspapers, radio 
and other media also will be used 
in the test. Advertising and sales 
promotion material will be studied 
as a guide in mapping campaigns 
for other key markets to begin 
in the fall. The marketing effort 
is a co-op deal between area deal- 
ers and Packard. 

J.R. Pershall Co. is handling the 
local campaign. 


Owen Richards Will Direct 
New Dairy Promotion Firm 
Owen M. Richards, dairy indus- 


|try leader who lead in the devel- 


opment of the American Dairy 
Assn. is the 
founder and di- 
rector of a new 
dairy industry 
promotion  serv- 
ice organization 
to be called 
Owen Richards 
Associates, with 
headquarters at 
221 N. LaSalle 
St., Chicago. The 
company will 
sponsor a “Milk 
Promotion of the 
Month” plan, using all media, to 
be made available to distributors 
on an exclusive market franchise 
basis. 

The first promotion will begin 
in June on the theme “Your Milk 
Man,” and will be followed with a 
buttermilk drive in July and a 
cottage cheese promotion in Au- 


Owen M. Richards 


| gust. 
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Hall Joins Sullivan Co. 


Robert D. Hall Jr. has joined 
the copy staff of Daniel F. Sulli- 
van Co., Boston agency. 


VISUALIZE ART 
EFFECTS EASILY 


To know how a finished printing 
job will look before it's printed is 
valuable because it cuts 


3,600 Art Subjects Annually 


The collection of more than 3,600 
individual art subjects and more 
than 250 color samples that our 
subscribers receive each year makes 
it easy to visualize all modern art 
techniques. 


Be : PC 
Writé FOR FREE SAMPLES 
MULTI-AD SERVICES, INC. 


F and TV facilities. 


publishing executive. 

At 37 he is publisher of the 
| Washington Post—one of the na- 
tion’s most respected newspapers 
|—and chairman of WTOP Inc., 
| Washington’s 
| CBS affiliate, 
|with AM, FM 


It’s the kind of 
job which in- 
volves active 
participation in 
official Washing- 
ton’s busy social 
life. 

One afternoon 
last week—as 
AA was inter- 
viewing Mr. Graham—the scope of 
| these activities was dramatized by 
|a phone call. It was an editor, 


Philip L. Graham 


You Qugtht foKnow.. . 


Philip L. Graham, the new chairman of the board of the Advertis- 
ing Council, comes close to the Hollywood ideal of the brilliant young 


‘tion was, “Did it break early 
to get the story?” 
He sat back, relieved. “That’s 


fine,” he told the editor. 


‘but I couldn’t tell you.” 


Florida in 1936, Philip Graham ap- 


counsel’s office of the Lend-Lease 


Philip Graham Administration and the Office of 
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and is a member of the research 
committee of the Committee for 


‘Emergency Management before| Economic Development. He has 


entering the Army Air Force as a_ 


enough for our afternoon rivals 


private in 1942. 


been vice-chairman of the adver- 
tising advisory committee of the 


Commissioned in 1943, he was Department of Commerce. 


‘in Milita Intelligence, rising to 
| The publisher’s instinctive reac-. as - . 


the rank of Major at Headquarters, 
Far East Air Forces, in the South 
Pacific. He was awarded the Le- 


gion of Merit. 


|@ While at the Supreme Court in 


“I learned about it last night, 


@ When he left the University of 


| peared to be destined for the law. 
| At Harvard he had the distinction 


| of being president of the Harvard 
| Law Review. His legal career was 
‘off to a brilliant start in 1939-40 
when he was invited to serve as 
law secretary to Supreme Court 
Justice Stanley Reed, and in 1940- 


preme Court as law secretary to 


| downstairs, reporting on an im-| Justice Felix Frankfurter. 


| portant Presidential appointment. | 


1940, he married Katherine Mey- 
er, daughter of Washington Post 
publisher Eugene Meyer. On his 
return from service, Mr. Graham 
became affiliated with the Post as 
associate publisher, and in June, 
1946, he was designated publisher. 

As publisher he finds himself 
operating as an “executive officer” 
—ultimately responsible for the 


/performance of department heads. 


He pays particular attention to 


‘news and editorial developments, 
41, when he remained at the Su- 


He had a year in the general 


and estimates that they take about 
half his time. 

He has been a director of the 
Advertising Council since 1947, 


of statistics 
plus 75 pages 
of editorial 


advertising 


In the impressive 35th Annual Statistical Issue of AUTOMOTIVE 
INDUSTRIES, 392 manufacturers of parts, accessories, production 


385.6 
pages of 


equipment, materials, supplies placed over 385 pages of adver- 
tising. This represents the largest advertising page total in the 
long history of the Statistical Issue (first compiled in 1919) and in 
the history of AUTOMOTIVE INDUSTRIES itself (first published 
in 1895). This is high tribute to the news magazine of automotive 
and aviation manufacturing and is indicative of its growing im- 


portance as the ONE medium for penetrating this $23.3 billion 
industrial market. 


In 3,249 automotive and aviation manufacturing plants over 


135 pages 


features 


industry. 


AUTOMOTIVE INDUSTRIES 
A CHILTON Publication 


Chestnut & 56th Sts. 


15,000 engineering, design, production, and administrative exec- 
utives will find this valuable issue their ONE complete source of 
reference data on automotive and aviation specs; production, 


sales and registration totals; and an abundance of other useful 
editorial information. 


From its advertising sections, they will learn of the many types of 
products, parts, materials, and equipment offered by American 


Philadelphia 39, Pa. 


® 


s In a recent speech, he attributed 
the success of the Advertising 
Council to “a workable marriage 
of self-interest and the public in- 
terest.” 

“There seems to me,” he told 
a council group, “in most Amer- 
icans a strong underlying sense 
of what is called ‘do-gooding.’ 

“We are made a bit nervous, if 
not even ashamed, when we dis- 
cover within ourselves such tend- 
encies. We like to be practical and 
hard-headed. Moreover, we now 
know who the do-gooders are. 
They are Mrs. Roosevelt and the 
fuzzy do-gooders on the campuses, 
and the ‘long hairs’ in Washington, 
and so on. 


s “The council, it seems to me, 
flourishes in the face of these at- 
titudes because of a situation that 
is more universal than we like to 
believe. It flourishes because it 
represents a workable marriage 
of self-interest and the public in- 
terest; because it shows that those 
interests can be parallel and not 
opposing forces. 

“It is not necessary to torture 
the facts to see that the council 
does in fact represent a parallel- 
ism of self-interest and the public 
interest to those of us who know 
that public service advertising 
creates a beneficial public support 
and understanding of the work of 
our media. 


s “The representatives of the ad- 
vertisers and agencies know that 
such advertising not only provides 
good will for American business 
as a whole, but often gains good 
will for a specific product or com- 
pany. And so, in any analysis of 
‘Why it works,’ I think it is possi- 
bly relevant that the council pro- 
vides its supporters a_ practical 
cloak under which they can ob- 
scure the fact that they are actu- 
ally engaged in ‘do gooding.’” 

His long list of local and nation- 
al civic activities are testimonial 
to Mr. Graham’s personal popular- 
ity. The publishing and broadcast- 
ing business being what it is, busi- 
ness insists on being his chief 
“hobby,” he says. But, he golfs— 
“not very well,” and for the past 
two years, has studied sketching, 
“but is rather bad.” The Grahams 
have a farm at Marshall, Va., 50 
miles from their Washington 
home. About 30 weekends each 
year, they steal away to the farm 
with their four children, Elizabeth 
Morris, Donald Edward, William 
Welsh and Stephen Meyer. 


Multiplex FM Transmission 


System Perfected at Columbia 

Edwin H. Armstrong, professor 
of electrical engineering at Colum- 
bia University, New York, and 
John H. Bose of Columbia’s Mar- 
cellus Hartley Research Labora- 
tories, have announced the perfec- 
tion of a system of multiplex ra- 
dio transmission. This develop- 
ment, they said, will enable FM 
broadcasting stations to transmit 
two or more different programs 
simultaneously. 

Mr. Armstrong said the new 
system would enable the stations 
to offer such services as broad- 
casting of a musical program on 
one channel and a speech simul- 


| taneously on another; transmission 


of two music shows simultaneous- 
ly, one of which might be relayed 
to a hookup of stations. 


Schnabel to Wasser, Kay 

Schnabel Co., Pittsburgh maker 
of truck bodies and fabricated steel 
products, has named Wasser, Kay 
& Phillips, Pittsburgh, to handle 
its advertising. 


Jenkins to WICC, Bridgeport 
Frederick Jenkins Jr. has joined 


the commercial sales staff of 


| WICC, Bridgeport. 
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OUTDOOR WELCOME—New York’s USO) 
center on 43rd St. has reported a 50%. 
increase in the number of visiting G. Is 
since this spectacular went up late in. 
December. The 1,800 sq. ft. sign was con- 
tributed for the USO by General Outdoor 

Advertising Co. 


Budweiser Puts 
$2,000,000 into 
Newspaper Drive 


Wrigley Elects Four V. P.s, 


|Names Offield Ad Manager 
Wm. Wrigley Jr. Co., Chicago, 


has elected four new v.p "s—Robert | 
C. Butler, Robert E. Meany, Henry | 
L. Webster and Robert L. Wilson 

The gum manufacturer also oe} 


| appointed Wrigley Offield to suc- | 
ceed Mr. Webster as advertising | 


manager. Mr. Offield has super- 
vised ad copy since 1945. Before 
that he served with Douglas Air- 
craft Co. and Memovox Co. 
Other appointments announced 


by Philip K. Wrigle), president: 


| assistants to the pres dent, Philip 


assistant v. D. Howa< ; 
' assistant to chairman 


| William J. Hagenah !. 


f the board, 


Callanan Joins ‘Newsweek’ 


Richard P. Callan: ‘n, export 
'manager of McGraw -!1ill Publish- Henson Appoints Gilmore 
ing Co., New York has joined| Lloyd M. Gilmore, formerly ad- | 
|Newsweek as manager of the Euro-_ vertising assistant with the Seven- | 


| pean edition. He will make his of- | 


'fice in Paris. 


Codi, and 


Ben-Hur to Warwick & Legler 


Ben-Hur Products Inc., Los An- 
/geles packer of Ben-Hur and Gol- 
den West coffee, has appointed 
| Warwick & Legler, Los Angeles, to 
‘direct advertising, effective June 
1. Mogge-Privett, Los Angeles, has 
‘the account at present. 


Eleven Stores, Houston, has joined 
‘the sales promotion staff of Wil- 


liam S. Henson Inc., Dallas direct 
mail, annual reports and indus- 
trial publications company. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and: ask for 

Marie Maize on i next multi- 

graph, thimeortraph, addressing or 
ching Ree whet Ips 


ein ATHE LF 
ARES. Dearborn St. Chiesapt 
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1950—$544,509; 1951—$293,029. 

While the big St. Louis brewer | 
was moving up and down in news- | 
papers like a squelched belch, | 
here’s the record in magazines and | 
network TV for 1952: Magazines, | 
$373,950; network TV, $839,550. 

Last fall, Anheuser-Busch 
checked out of the Ken Murray 
show on CBS television and later 
was reported putting its network 
money into spot. Now the wheel 
has swung full circle, and the 
brewer is back in newspapers, for 
sizable expenditures. 


s The Bureau of Advertising’s de- 
light stems from a long-term drive 
on brewers to give up their fun- 
loving ways in radio and TV and 
come back to the local medium. 
The way the BofA tells it, the 
trend to packaged beer played di- 
rectly into the “shipping” brew- 
ers’ hands. Packaged beer sales 
soared from 10,000,000 barrels in 
1934 to 60,000,000 barrels in 1950. 
Draught beer sales remained fairly 
stable, ranging from 25,000,000 to 
30,000,000 barrels yearly, until 1944 
when a downward trend became. 
evident. 

In the process, an immense num- | 
ber of brands hit the stores. In) 
1951, for example, a survey of 50| 
stores in Syracuse, N. Y., showed 
49 beers. A New York Journal-| 
American survey in mid-1952) 
found 62 beers (including imports) 
in the New York market. 


s The big shippers have histori- 
cally relied on national media. The 
BofA began by encouraging local 
and regional brewers to fight the 
big brewers market-by-market, 
using newspapers heavily to beat 
off the incursion from St. Louis 
and Milwaukee. They warned the 
smaller brewers of the tremendous 
casualty rate in the brewing busi- 
ness, which dropped the number of 
U. S. breweries from 598 in 1940 
to 383 in 1951. 

And they warned them against 
“overshifting,” in football par- 
lance, or trying to use the same 
media available to the shipping 
brewers, simply because the ship- 
ping brewers were using them. 

But with the entry of Anheuser- 
Busch into newspapers, the BofA 
can well reflect that its story got 
home in a quite different way. The 
No. 2 brewer is now using the 
market-by-market tactic. 


Issues ‘53 Events Calendar 
Department Store Economist, 100 | 
E. 42nd St., New York, has pre- 
~— a listing of 1953 trade events 
to be attended by personnel in the 
department store market. Inquiries 
should be addressed to John J. 
Dunn, the publication’s research 
and promotion manager. . 


82,844 times 


during the year 1952 Canadian retailers supported national 
in daily newspapers with an aggregate of 
2,097,857 lines of retail support in the form of dealer 


advertisers* 


hookers. ** 


: ee ADVERTISING 


* 


myst GET 


Every time a retailer “hooks-on” to a national advertisement it 


DIRECTS TRAFFIC to the proper outlets. 


PREVENTS SUBSTITUTION: retailers have said frequently that where 


Provides a STOCK CHECK: no retailer will buy a hooker if he has 


there is no signature to a national advertisement, traffic may go 
anywhere and a competitive product may be sold in substitution 


for the advertised product. 


GETS IMMEDIATE AND TRACEABLE RESULTS 


no stock. 


Harnesses the enthusiasm of retailers who will display, feature and 


demonstrate products featured in a national advertisement where 
they have spent their own money to hook up. 


Gives the National Advertiser a sizable “Bonus” of Space. 


During the last quarter of 1952, a manufacturer of 
photographic equipment ran 65,800 lines of space 
in daily newspapers from coast to coast. These dailies 
carried 2,748 dealer hookers totalling 47,795 lines 
of space or a “bonus” of 72.5% of the nationc | space. 


Canadian 


1. H. Macdonald, General Manager - 


national space. 


*During the months of September to December inclusive 
one well known manufacturer of ladies’ apparel ran 
174,440 lines in daily newspapers from coast to coast. 
These dailies carried 1,582 dealer hookers totalling 
38,345 lines of space or a “bonus” of 22% of the 


**a hooker is a local dealer advertisement which runs 
adjacent to a national advertisement and indicates 
that the merchandise advertised is for sale at the 


dealer’s store. 


— DAILY NEWSPAPERS ASSOCIATION 


55 University Ave., Toronto 
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Appoints Paris & Peart 
The consumer products division 


of West Disinfecting Co., Long Is- 
land City, has appointed Paris & 
Peart, New York, to handle its 
advertising. 


NOW/ : 
Personalize 


YOUR PREMIUMS wi// 
23 Karat RO/1-O-Go/d 


“Your Own Name in Gold” — 
For Dealer, Jobber, Customer 


Punch up your premiums with new 
and different ROLL-O-GOLD! Adds 
unique personal touch to every item. 
Simple to use, takes just 10 seconds. 
For practically any material —leather, 
plastic, cloth, paper, ete.-any pre- 
mium merchandise. Use Magic 23 
Karat ROLL-O-GOLD to assure the 
success of your premium program! 


Write on your letterheoa 


for free samples 
Dept. 
AA-3303 


407 $e. Dearborn, Chicago 5, Ill. 


‘Stay in Your Own 
Fields, Pankow 


Tells Retailers 


Cuicaco, March 26—The slogan 
“Try Your Druggist First” indi- 
cates the way out of the present 


mixup in the retail food and drug 


fields, Rufus G. Pankow, merchan- 
dising director of Puck—The Com- 
ic Weekly, told retail food, drug 


and department store operators | 


here yesterday. 

Mr. Pankow made his remark in 
explaining Puck’s 1953 drug store 
tie-in promotion, which uses “Try 
Your Druggist First” as its theme. 
Pointing to recent invasions of one 
retail medium by another—notably 
the supermarkets’ adding of drug 
and textile lines—he urged as a 
solution that retailers get back into 
their own fields. “We at Puck 
think we’re on the right track 
when we drive business back to 
where it belongs,” he said. 


s Mr. Pankow’s two-day luncheon 


‘talks in Chicago were part of a 
nationwide tour scheduled to take 
him into 19 major marketing areas 
to face 8,000 luncheon guests in the 


the tour is to ask retailers to tie 
‘in with Puck’s advertisers, he 
stated. 

Comic book characters are a val- 
uable tie-in device for retailers, 
Mr. Pankow said, pointing out that 
last year Mickey Mouse “sold” ov- 
er his name $55,000,000 worth of 
products, at wholesale prices. Don- 
‘ald Duck sold $50,000,000 over his 
/name, Roy Rogers $28,000,000, and 


|Hopalong Cassidy $25,000,000, he’ 


reported. 


# Mr. Pankow also announced to 
the retailers a new Puck account— 
Kelvinator division of Nash-Kelvi- 
‘nator Corp., Detroit. According to 
'another Puck spokesman, Kelvina- 
tor will open in Puck for May 31 
_with a-half-page on the whole line 
‘of Kelvinator appliances. This will 
be the first appliance ad in the 
‘national comics field, he said. 


* “ae 
Re sk eo 


Advertising Age, March 30, 1953 


New York Senate Passes Blue Law 
‘ert sit months ‘tre pupese ot Against Phone Order Ads on Sunday 


(Continued from Page 1) 
fear that they would have to dis- 
continue their Sunday promotions 
if the bill is signed. 

New York City newspapers look 
at the situation as a serious one 
and are cooperating with retailers 
in moves to get the bill killed. A 
spokesman for the News said most 
big department stores in the city 
use ad promotions tied with the 
use of ihe telephone on Sundays. 
He said that color ads appearing 
in the News Sunday supplement, 
especially, are keyed to the switch- 


boards open on the Sabbath. 


s A management spokesman for 
the New York Times said the bill 
seems to have “caught everybody 
asleep.” He said New York stores 
are presenting their case in Albany 
in the hope of getting a _ veto. 


San Dieco « BIGGE 


Des Moines, lowa .. .- 


Peoria, Illinois 


Dayton, Ohio . 


Salt Lake City, Utah. . 


SOURCE. | 


SAN DIEGO 
CALIFORNIA 


Lexington, Kentucky . . 


Lynn, Massachusetts . . 


$344,020,000 
$101,257,302 
$166,149,486 
$188,410,610 


$292,039,142 


$299,000,000 


SAN DIEGO, california 407,613,259 
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San Diego Union 


Eve NING TRIBUNE 


REPRESENTED NATIONALLY BY THE 


WEST-HOLLIDAY CO., INC. 


While the Times is concerned 
about (1) whether it will be pre- 
vented from doing business on the 
phone on Sundays (e. g., accepting 
classifieds) and somewhat less 
concerned about (2) the possibil- 
ity of losing some phone-keyed 
linage, the spokesman said that at 
this stage the paper is “trying to 
get the exact language of the bill” 
because there is some confusion 
about its provisions. 

Department store executives are 
puzzled over the existence of the 
bill and its wording. Some ex- 
pressed the belief that it was in- 
|stituted by a group of smaller 
/merchants who cannot afford to 
maintain Sunday switchboards. 


# Others point out that if the bill 
has religious motivations, then it 
should be extended to mean no 
Sunday advertising whatsoever, 
and could mean that business men 
such as real estate brokers may 
not show homes to prospective 
buyers on Sundays. 

Although he did not believe 
that was its intent, one store ex- 
ecutive felt the measure could 
mean that display windows must 
be curtained on Sundays, since 
they present an “offering.” 

Another pointed out that most 
stores do not open their switch- 
boards till 1 p.m. so as not to in- 
terfere with morning services. 
Taking telephone orders on Sun- 
days, he said, was no more sacri- 
legious than selling peanuts and 
popcorn at baseball games. 


gs If the proposed law should prove 
applicable to radio and TV, a wide 
variety of advertisers would be 
affected. Retailers, mail order 
houses and insurance companies 
find Sunday a good day to catch 
people home and use regular 
phone pitches on many New York 
stations to sell their products and 
services. 

On a typical Sunday afternoon 
on WMCA, for example, listeners 
may be invited to call in for a 
home demonstration of TV sets by 
John Wanamaker, the department 
store. Or if they prefer, they may 
have a demonstration from Hub 
vacuum centers, or a visit from a 
reupholstery expert. 


| 
| 


s WMGM has phone-right-away- 
|for-information spots running for 
the Senator Hotel in Atlantic City, 
N.J., and a regular Sunday after- 
noon record show, with a free 
/home demonstration TV offer, for 
'Sunset Appliance stores. 
| Val Worth Inc. solicits mail or- 
'ders and phone orders between 
|reels of a Sunday afternoon fea- 
ture film on WOR-TV. This com- 
pany sells vacuum cleaners, din- 
|nerwear, electric tools and sew- 
‘ing machines—among other items. 
Spots on WOR ask potential 
customers to call in for informa- 
tion about the Acousticon hearing 
‘aid and American Progressive 
‘Health Insurance Co. The latter 
will send a representative out if 
the caller wishes. 


IGA Boosts Coffee Nationally 


The Independent Grocers Alli- 
ance, Chicago, has started national 
promotion of its coffees. The April 
issues of Farm Journal and Path- 
finder (Farm Journal, Pathfinder 
country-side unit) will carry four- 
color page ads on IGA coffees. 
Contests among wholesalers and 
| the stores will stimulate coffee dis- 
play. Orville W. Johler, merchan- 
dising manager, is in charge of 
the promotion. L. W. Ramsey Co., 
Chicago, is the IGA agency. 


Irish Joins Hewitt, Ogilvy 

_ Judson Irish has been appointed 
copy chief with Hewitt, Ogilvy, 
Benson & Mather, New York. 
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Spring Is Here! 
And Advertisers _ 
Are Lovey-Dovey i 


Cuicaco, March 27—Spring, tra-| 
ditionally the season of lovers and_| 
Sweetness and light, this year also_ 
brings together a number of ad- 
vertisers in tie-in promotions. 

Union Pacific Railroad and Hertz 
Driv-Ur-Self Stations Inc. are go- 
ing 50-50 on cost and production of 
a two-color spread in the April 6 
Time, which will point out the ad- 
vantages of traveling by train and 
then renting a car at the destina- NEW CAMPAIGN—Campbell, Wyant & 
tion. |Cannon Foundry Co., Muskegon, Mich., 

The ad will stress that the order | will run this two-color page in Business Week 
for a car can be placed with the, in a new campaign to create interest in 
railroad along with the train res- | is knowledge of castings for industry. 
ervation. This is the first time an | Weldie & Briggs, Chicage, is the agency. 
ad has been placed jointly by a 
railroad and a car rental service, 
according to Hertz. 


On the West Coast, the Califor- 
nia Fig Institute and the American 

Campbell-Ewald Co., Chicago,| Dairy Assn. will once more hold 
handles Hertz advertising and an associated items promotion fea- 
Caples Co., Chicago, is Union Pa-| turing the California Fig Festival 
cific’s agency. and the Milk Festival during May. 
The institute will use full and 
# Admiral Corp., Colgate-Palmol-|half-page color ads in Better 
ive-Peet Co. and Kroger Co. have|Homes & Gardens and Good 
begun a three-way promotion fea-| Housekeeping. The milk group has 
turing Admiral’s clock-radios. The | scheduled a spread in Look and a 
clock-radios are being pushed in page in Ladies’ Home Journal. 
a display of Colgate products in| Chain breaks, 30-second and 60- 
1,900 Kroger stores between March | second spots have been prepared 
23 and April 11. At the same time, | for radio and television, and news- 
C-P-P is introducing its Peter Pan| paper mats for one and two-col- 
sdap (with chlorophyll) and is | umns will be made available to 


= | shows a year and advertisers must buy six programs. The cost ranges 


calling attention to Admiral’s Peter | 
Pan theme in merchandising and 
advertising. Kroger is running a 
national jingle contest, using ra- 
dio, newspapers and window 
streamers, with a radio being 
awarded to a contest winner in 


manufacturers and grocers tying 
in. 

Elwood J. Robinson & Co., Los| 
Angeles, is the agency for the 
Fig Institute and Campbell- 
Mithun, Chicago, directs the dairy 
group’s advertising. 


each store. A choice of an Admiral 
refrigerator or television receiver # A four-color spread in the 
is offered to 50 national winners April issue of Harper’s Bazaar 
of the national contest. ‘finds American Express Co. and 
Cruttenden & Eger, Chicago,| Jantzen Knitting Mills hand-in- 
handles general advertising for hand urging “Be in the Swim in 
Admiral; Wm. Esty Co., New York, | Any Land—Go Jantzen and Travel 
is the agency for C-P-P’s Peter Pan American Express.” 
soap, and Ralph H. Jones Co., Cin-| Window and floor displays in 
cinnati, directs Kroger advertising. department stores, American Ex- 


National Nielsen Ranking of Radio Shows 
Week of Feb. 15-21, 1953 
All figures copyright by A. C. Nielsen Co. 


Current 
Rank 


Homes* 
Program (000) 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,820) 


1 len: Tae. ee Ce as CIID asic cicidcccocscdasnsacscssccucosecviseibonceneenl 6,087 
2 SUE I III FIN, II vin cssscicsessesicescsccseosceserscesssesecaxeserszonee 5,997 
3 Charlie McCarthy Show (Hudnut, CBS) ..............ccsccsscsscsscsssesseesessocessssers 5,236 
4 Ce I I MM REIDY Sikasive cc ccccesacsssccncvasendsevcbancinpesosencseaépvedebaded 5,013 
5 ee I occa ccsecvssinotpesiabisvatorsninienseieteccarsiomaniuesae 4,878 
6 Godfrey's Talent Scouts (Lever-Lipton, CBS) ........cccccccccsesscssesesceseneeneneees 4,834 
7 PE I Sey, CINE Ss risichicsesersstsissdonpereseasisosacecietersisnciavociseceneasl 4,834 
8 Semen. TI PIA, OUD seis escisiccednrecsocssiusicteserecicinsnecoveiscasesumead 4,386 
9 Ca i I I gs csreconseratunintépineieninosisbeecesieeiavinanveasamiivend 4,073 
10 Pie PR, I MEINE Seiccrsntnsescdececidenssesonscesscecscevaniedessisiatbriesben 3,983 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,432) 
1 One Man’s Family (Miles Laboratories, NBC) ..........c.ccccccccccesseosceseceneeee 2,596 
2 News of the World (Miles Laboratories, NBC) ..........cccccccccccccccessceserees 2,462 
3 NE III III, MINER Lc ca cccdoniesicatovsinpennsveriascenpeseieinigabixiaibeaia 2,417 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,969) 
1 Re I I, I, FIGS) cxcccsnvcccscncnsastaccccsocsbecoveondscoscsecbbevestes 3,536 
2 ee) Ss SL EE Ll. ..,.... sansensncscnsnsnadedsbenessvenceosetiecspevsthoosensialed 3,491 
3 GN I, CUI GID cc csccevecorescsncserssccseevcnwesssssonooncnsooseteil 3,446 
4 Romance of Helen Trent (Whitehall, CBS) .o.........cccccccccccccceceenesncereeeeneees 3,446 
5 NN NI, IS MID, acacctcsiod cbsieiasbsbsideos sscsesceresteavsestorsesrnsssesseseienategnn 3,401 
6 Pe I TRIE tah dish vsicscviacestencssnisinccapcacnivecspnicoseneceverentainensnetsited 3,357 
7 Arthur Godfrey (National Biscuit, CBS) ..............0cccccccccscceccecseeeveseenneeeerens 3,357 
8 Arthur Godfrey (Liggett & Myers, CBS) ............cccccccccceeceesseesseeesseeeseenseeees 3,178 
9 I I III a. ssc scisscasics onheimedainbahenaavonsenboniiiessennabeebtiiaibadiie 3,178 
10 a 1 - secsinicnbiopenevdssedevedihenseenivbentbecevbaseel 3,178 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,253) 
1 True Detective Mysteries (Williamson Candy, MBS) ...........ccccccccecceeeceeeeeees 2,907 
2 New York Philharmonic (Willys-Overland, CBS) .0.........ccccccccccccesseeeeseeeeneeee 2,864 
3 Te CII ci corel cscciginseidaihamandanessdepitebetantatiaichadandiemonees 2,462 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,253) 
1 Pe le Pe CI COED sees cn cecicssensesesiscntesstacerererisiveviovstniind 4,118 
2 Stars Over Hollywood (Carnation, CBS) ........ccccccesseecssessessesseeeeseseensenees 3,446 
3 a I ce a TE tse sascelenpciipinsebdehiovedibahipencditnaebonasosiinde 2,864 


*The percentage of homes reached (Nielsen-Rating’”’) may be determined by comparing 
the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total U. S. 
radio homes. 


_| Last Minute News Flashes Dailies Work on 


‘TV Road Shows Formed by New York Admen | 


New York, March “ —A group of agency men, headed by James) 
|Beach, who has resign from Biow Co., has set up a new company, 
|TV Road Shows, at 255 ©. 50th St. to produce a touring musical-variety 
program for regional .nd local advertisers. Sponsors will be offered | 
_a $50,000, 30-minute package with top stars. There will be 13 different | 


from $37,800 for 1000.0 to 600,000 TV-ownership markets to $77,400 
'for New York. George Duram, former Geyer Advertising v.p., is sales 
/'manager for TV Road Shows. 


| Servel Sets Magazine Drive for Home Freezers | 


EVANSVILLE, IND., March 27—Servel Inc. will use 26 insertions in 
eight consumer magazines between now and September to push its 
| home freezers. Purchasers are offered 25% off on their food bills (up 
'to $200) at any store of their choice. Servel dealers will pay out the) 
$50 to the food stores and recoup the outlay via the discount method 
/on freezers they buy from Servel. Ads will range from b&w half-pages 
to two-color pages in Better Homes & Gardens, Country Gentleman, 
‘Farm Journal, Life, McCall’s, Pathfinder, Sunset Magazine and The 
Saturday Evening Post. Hicks & Greist, New York, is handling. 


Test Set for Sheffield Cigarets: Other Late News 


e U.S. Tobacco Co., New York, is planning to conduct a test advertis- 


_ing campaign for its oval, king-size Sheffield cigarets, probably in late 
/ summer or early fall. C. J. LaRoche & Co. has been appointed to han- 
dle this brand, which the company acquired from Fleming-Hall in 1951. 


Sheffield has received no promotion in recent years. 


|e Edward Hauser, formerly with Scheideler, Beck & Werner, has 
joined Lynn Baker Inc., New York, as director of radio and television. 
|/Donald G. Cutler, last with Charles Dallas Reach Co., has joined 
| Baker as an account executive. 

|e Karl M. Mann, president of Case-Shepperd-Mann Publishing Corp., 
has been named chairman of Associated Business Publications’ spring 
conference, April 30-May 3 at Hot Springs, Va. 


/e@ Murray S. Burklund, formerly with Benton & Bowles, has joined 
Batten, Barton, Durstine & Osborn, New York, as account executive on 
White Sewing Machine Corp., Cleveland; Wilson Bros., Chicago, men’s 
wear manufacturer, and Wrights Underwear Corp., New York. 


e General Outdoor Advertising Co., Chicago, had a 7% sales gain in 


1952. Sales rose from $26,996,270 to $28,860,174. Net earnings rose 


from $2,100,282 to $2,249,432. 


e U. S. News & World Report has appointed Norman O. Mick asso- 
ciate advertising director. At present western manager for the magazine, 
he will continue to make his headquarters in Chicago. Myron M. 
Hughel, manager of the Detroit office, will succeed him as western 
manager. In other changes, Charles D. Helper of the Detroit sales staff 
becomes Detroit regional sales manager, and Jack E. Heaton, formerly 
with Parade, joins the Detroit office. 


press offices and travel bureaus) Dqirymen Agree to 


will feature the same theme. Fash-| 


ion shows will be held in coop- Kick In for Ads on 


erating department stores with 
newspaper announcements being) Year- Around Basis 
used. | 

Kelly, Nason Inc., New York, is; CHicaco, March 27--A greatly 
handling copy for American Ex- expanded advertising and mer- 
press and Botsford, Constantine & chandising budget for dairy prod- 
Gardner, Portland, Ore., for Jant-| ucts in 1954 is the expected result 


zen. 


Lever Won't Imply 
That Good Luck’s 
a Dairy Product 


WASHINGTON, March 26—The 
Federal Trade Commission an- 
nounced today it has accepted a 
stipulation in which Lever Bros. 


Co. agrees not to use any adver- | 


tisement implying that Good Luck 
margarine is a dairy product or 
that competing margarines are not 
fit for table use. 

The Lever case is ‘he first of its 
kind since Congress repealed fed- 
eral restrictions on the sale of col- 
ored margarines with instructions 
for FTC to keep a sharp eye on 
margarine ads. 

In accepting the stipulation, FTC 
said the public interest does not 
require further action at this time. 


Adwomen Choose Montgomery 

The Advertising Women of New 
York has chosen Nirs. Charlotte 
Montgomery as its candidate for 


the annual Advertis ng Woman of | 
Montgomery | 


the Year award. Mr 
writes features for Good House- 
keeping and Redbook and a col- 
umn for Tide. 


Toni Tests Bright Promise 

The Toni Co. is testing a new 
shampoo, Bright Promise, in Syra- 
cuse, N. Y., and Charlotte, N. C. 
Price, Robinson & Frank, Chicago, 


\is the agency for the new product. 


‘of a new self-help program adopted 
|at an American Dairy Assn. meet- 
ing here last week. 

The action came after a per- 
\sonal plea for self-help in the 
dairy industry by Ezra Taft Ben- 
|son, Secretary of Agriculture. “On 
all sides, it is apparent that dairy 
foods are in a life-and-death strug- 
gle for customers. Only powerful 
| promotion can meet the challenges 
that have been thrust upon us,” he 
told the dairymen. 

When fully established, the pro- 
gram should result in a promotion 
budget two or three times as large 
as the $2,000,000 appropriated for 
| 1953 (AA, Nov. 17, 52), according 
| to Lester J. Will, ADA general 
| manager. 


| 
|@ Under the new formula, dairy 
|\farmers will contribute half as 
;much per pound of milk or butter- 
fat sold as they did before. But 
the collection period will be ex- 
tended from two months to all 
year around, Mr. Will pointed out. 
{Three states—Texas, Washington 
and Wisconsin—have put their 
collections on a year-round basis 
already, and special meetings will 
be held to secure quick ratifica- 
|tion of the new plan by the others, 
he said. 

Programming for 1954, based on 
the expanded budget plan, is un- 
der way now, Mr. Will stated. Un- 
der special consideration is the use 
of new media, including national 
TV, he declared. 

Campbell-Mithun Inc., Chicago, 
is the agency. 


Retailers with 
BofA Booklet 


New York, March 26—About 
275 newspapers, with ammuni- 
tion supplied by the Bureau of 
Advertising, are urging retailers 
to demand that manufacturers, 
whose goods they sell, advertise 
in newspapers. 

The ammunition—a_ brochure 
prepared by the BofA—pulls no 
punches. It talks to retailers like 
this: 

“When your manufacturer tells 
you about the ‘national advertis- 
ing help’ you’re getting. ..pin him 
down. Tell him your customers 
aren’t ‘national’...They’re right 
here. Tell him that advertising in 
newspapers is the only way he 
can pre-sell his products to all your 
customers. 


s “Will he listen? Yes. He’ll listen 
...and he'll pay attention to your 
letters...because you have some- 
thing to offer that he wants and 
needs...He needs displays. ..He 
needs tie-ins... 

“Tell your ‘partner’ you'll work 
with him—if he works with you. 
Let him know that you want him 
to advertise in newspapers. Tell 
him why...Back him up if he’s 
backing you.” 

So far, said the BofA, about 102,- 
000 copies of the booklet have gone 
to retailers. First, however, they 
go to BofA members that order 
them, at $5 per 100. Then the in- 
dividual newspapers see that they 
reach retailers in their cities. The 
275 newspapers now in the act 
represent about one-third of the 
bureau’s membership. 


s While the BofA said today it 
has received no reports on the ef- 
fectiveness of this new pitch, dis- 
tribution of which dates back to 
January and the meeting of the 
Newspaper Advertising Executives 
Assn., AA learned that a number 
of manufacturers have been on the 
receiving end of lots of letters 
from retailers everywhere, asking, 
in effect, how about it? 

The move to light a fire under 
retailers so they in turn will pres- 
sure manufacturers was discussed 
at the NAEA meeting in Chicago 
two months ago. Speakers outlined 
the tough job it is to persuade non- 
newspaper advertisers to switch 
to the medium. Douglas Taylor of 
J. P. McKinney & Son, New York, 
president of the American Assn. of 
Newspaper Representatives, com- 
mented: 

“But how simple it all becomes 
if, by chance, 300 or 400 newspa- 
pers should start a backfire from 
the retail trade wanting newspaper 
advertising.” 


# The brochure is actually a de- 
velopment of the “sell at the local 
level” program being sponsored 
jointly by NAEA, the newspaper 
representatives’ group and the Na- 
tional Newspaper Promotion Assn., 
in cooperation with the Bureau of 
Advertising. 

In several instances, newspapers 
using the brochure have inserted 
a center sheet comparing that 
newspaper’s local home coverage 
with the coverage of leading mag- 
azines, radio and TV, carrying out 
| the “let’s get the picture straight” 
| heme first emphasized in a 13- 
page ad in ApbvVERTISING AGE last 
year. 


Hobby Distributor to Bliss 


| Electro-Kraft Co., New York, a 
/new distributor of electrical equip- 
ment and kits for hobbyists, has 
appointed Ben B. Bliss Co., New 
|York, to direct its advertising. 
Plans call for fractional bew pages 
in Sunday newspaper sections and 
hobby publications. 
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\‘N. Y. Age’ Changes Format 


newspaper in the U. S., as of the 
|March 21 issue switched from tab- 
'loid to standard size. The paper, a 
|part of the Defender Publications 
|chain, also got a new name, Age- 
| Defender. There will be no change 
in the newspaper’s advertising 
rates. 


ADVERTISING 


29 AGENCIES 


...in Chicago and out of town continue 
to realize that using DOT precision engraved 
color reproductions helps to reduce 
the customary headaches of 


agency-client relations. 


in 01 ! Cngravers Ine. 
600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


Beautiful Color Work Outstanding Black & White 
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MIAMI BEACH 


CHBR. of CMCE., 0 


arn AN 3 


6,324, 550° 


PASSED THIS MIAMI BEACH CORNER 
IN 1952! 


... and every car using the Mac Arthur Causeway 
from Miami to Miami Beach MUST see this sign! City 
ordinance requires office occupancy by advertiser, and 
we can make available any size space from an office 
to the entire building at a most attractive figure ...a 
fraction of what you would pay for similar circulation 
elsewhere! This is an unparalleled opportunity to sell 
your message to the — millions who live in or 
visit Miami Beach . . . don’t miss it! 


*State Road Dept. figures 
Write, phone, or wire 


BERT J. REILLY, owner 
1125 Fifth St., Miami Beach, Fla. 


CARS 


The weekly New York Age, 
‘which says it is the oldest Negro 


realized lead losses. 
December, 1952. 


89,009,030 2,941,222 2,823,833 4.77 
#Includes $705,000 transfer from reserve for contingencies to offset reduction of income resulting from 


Earnings of Advertisers 


Share 
Sales Earnings Earnin 
Company 1 1952 1951 
Prog as ---$ 85,528,360 $ 84,366,271 $ 8,845,906 § 10,369,530 $225 §$ 2.76 
& Paper ...... ,381, 111,528,208 9,097, 
American Brat 107,381,890 759 12,997,877 2.02 3.07 
Ss arr 135,378,553 147,569,868 4,641,847 6,468,609 3.52 5.19 
American Can Co. 621,697,691 570,068,813 27,830,494 30,136,771 2.25 2.50 
| American Optical 
| pe. Seal-icap’ 71,255,003 66,864,829 2,407,504 2,592,986 2,96 3.19 
dking e 4,666,945 4,667,261 119,051 169, i £ 
| Arvin Industries pret bed 638 
Oa 64,289,781 63,997,212 2,209,733 2,691,063 2.48 3.02 
| Atchison, Topeka 
Pm. — wakes 604,512,060 570,581,708 70,773,034 73,947,503 13.29 13.83 
. Avseews. 29,423,936 30,654,839 677,823 581 J 5 
Beech-Nut Packi ane saad ad 
ot aie ae aee > $1,498,803 74,198,373 2,910,053 3,919,929 1.90 2.56 
Sigsiow -Sentord 
arpet Co. .... 67,272,765 77,503,171 1,252,362 —2,303,014 — 
Borden Co. ...... 768,019,612 722,770,380 17,667,137 18,080,371 4.11 4.20 
Burroughs Adding 
Machine 150,817,423 127,368,125 7,893,419 7,588,724 1.58 1.52 
Celanese Corp 166,711,033 202,651,014 9.214, 367 24'800,2 3 0.77 3.56 
aoe oe se 60,281,114 58,298,354 27,274,774 26,123, $37 6.38 6.11 
Publications 22,583,937 22,372,262 909,957 1,386,002 0.91 1.38 
Consolidated Retail 
|. Stores Ine. 30,023,114 29,720,915 336,507 507,930 0.63 1.08 
| Continental Motors 
Pee 5,327,496 4,575,015 1,602,496 1,249,015 0.49 0.38 
Decca Records Inc. 18,231,134 19,767,536 933,265 835,456 0.90 1.08 
ee — 96,129,858 100,308,568 4,216,522 6,212,540 3.20 5.13 
. L. du Pont de 
ns & Co. 1,613,035,812  1,545,652,851 224,064,550 220743811 —— —— 
n Bros. 
BPP 80,696,187 77,980,106 2,293,509 2,259,888 2.40 
| Electric Storage 
Battery Co. ... 108,956,929 114,310,646 1,544,376 3,684,978 22.48 
| Elgin Nat'l Watch 
Be VRS 50,800,191 42,720,648 1,550,127 1,781,181 *1.80 
Falta Brewing 
| SR ee 43,509,772 39,382,130 3,285,173 2,457,119 1.67 
caendt Co. . 17,828,168 19,602,845 589,846 338,032 0.94 
ar Wood In- 
ree 15,018,100 11,661,752 280,237 395,828 0.22 
General Electric 
Se CO 2,623,887,509  2,319,347,956 151,719,905 138,116,527 a 
General Motors 
et ee es eeee 7,549,154,419 7,465,554,851 558,721,179 506,199,560 —— 
Phan) Time . 
2 Sarre 38,067,854 38,587,406 1,906,498 2,540,986 4.07 
Glass Fibers Inc. 4,183,230 3,596,339 —79,324 352,293 ee 
Hammermill Paper 
insbcde ss 28,320,894 29,369,580 1,208,200 1,808,900 1.38 
Hershey Chocolate 
ieCkade - 152,663,083 154,260,409 9,647,234 9,131,360 3.81 
Holland Furnace 
ee TS 35,021,970 34,155,032 1,307,601 1,818,411 1.45 
Imperial Tobacco Co. 
of Canada Ltd. 18,905,742 13,042,149 6,880,258 5,418,552 0.62 
| IMinois Power Co. 54,695,000 51,006,000 »712,000 8,034,000 2.89 
dames -~ wane 31,025, ‘306 28,336,221 1,701,700 1,897,218 2.20 
| James Lees 
a 65,199,928 65,516,742 3,824,264 2,619,721 4.55 
| Marquette Cement 
| ae 28,689,160 24,350,375 3,527,441 2,995,540 3.92 
| ance tag ee 86,894,946 82,700,074 6,702,317 6,080,191 3.66 
ne OE & 
Scott Corp. 80,930,097 74,748,733 1,496,320 1,868,276 2.72 4.21 
Minnesota Minin 
& Mfg. Co. .... 185,241, 4 170,067,527 16,089,995 15,738,452 1.96 1.92 
G. C. Murphy Co ,065,44! 168,897,669 7,267,853 7,779,129 3.21 3.45 
National Tea Co. . 405, 220, $04 361,321,293 3,717,769 3,607,930 2.05 2.14 
Neisner Bros. Inc. 63,830,955 61,801,123 1,330,500 1,376,591 2.04 2.11 
Northern Pacific 
Railway Co. 177,868,522 3,747,860 1% ty pa 15,961,859 6.38 6.44 
Pabst Brewing co. 174,768,836 i ‘978, 123 749,890 8,721,849 1.90 2.14 
J. C. Penny Co. .. 1, HS ey 505 1 ,035,201, 519 37 170,671 33,465,139 4.52 4.07 
Pet Milk pain ,657 ‘157, 984 2'344,231 2,853,028 4.39 5.52 
—. Pfizer & 
oe . assis sixes 107,084,105 100,262,966 11,362,282 12,276,354 2.17 2.41 
e Wns odge 
par dh oa 262,915,557 258,162,394 35,026,550 42,997,434 3.45 4.24 
Pais Jones 
sessenis 25,749,125 24,763,578 562,230 582,717 1.95 2.03 
Phoents Hosiery 
eee D ave 10,857,811 11,344,395 146,247 —574,804 0.70 —— 
Pitsnursi Plate 
finches 402,055,085 404,202,528 36,771,925 31,075,981 4.07 3.44 
Pratt A Lambert 
in tek ke 1,658,365 2,161,943 823,910 915,916 4.08 4.67 
Real “Sik Hosiery 
Mills Inc. ..... 11,204,410 12,596,567 38,225 151,724 0.06 0.65 
Reynolds Metals Co. 234,738,788 215,704,848 14,731,071 15,837,846 8.71 9.33 
a ge ie 32,213,254 25,109,212 1,491,581 479,098 2.72 0.68 
egis Paper 
ie PEP 182,712,239 195,955,617 12,701,977 16,796,034 2.32 3.11 
Scott Paper Co. 146,902,536 149,571,158 10,707,346 10,886,311 3.44 3.50 
Frank G. ar Shattuci 
_ orn 43,329,748 42,615,323 552,419 313,196 0.50 0.28 
Shell Oil Co. .... 1,142,631,978  1,072,433,548 90,872,834 97,020,194 6.75 7.20 
Spiegel Inc. -.... 46,053,787 46,308,238 1,711,879 2,287,996 0.83 1.18 
— Warner 
ab veese 122,522,000 103,269,000 4,234,000 4,105,000 3.30 3.20 
Studebaker Corp. 585,313,447 503,308,866 14,291,789 12,623,130 6.05 5.35 
A: ee 32,558,215 22,581,086 880,124 692,914 2.62 2.07 
United Biscuit Co. 
of America .... 110,274,621 107,158,464 4,333,581 4,499,985 4.19 4.35 
United Air Lines 159,007,936 127,797,794 10,683,820 8,563,097 4.03 3.58 
U. e Gypsum Co. 184,900,386 188,125,170 19, O31 216 19,820,261 11.55 12.05 
: S. Steel Corp. 3,137,253,359  3,524,121,226 144,285,522 184,359,787 4.56 6.10 
nite ates 
Tobacco Co. ... 30,383,209 28,777,287 2,492,251 2,935,454 1.28 1.52 
Vanadium Corp. 
of America .... 38,367,411 35,875,247 2,324,321 2,005,585 4.19 3.61 
Weyenberg Shoe 
eae 16,745,703 16,654,960 766,228 700,097 3.30 3.02 
~— ‘writes dr. 
onaind ate 77,273,791 74,975,667 8,682,563 9,367,832 4.41 4.76 


93,126,883 4.61 


*Based on present number of shares outstanding after giving effect to a 5% stock dividend in 


Erwin, Wasey Names Four 


| ice, has appointed Ruben Advertis- 
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Coca-Cola Makes TV Debut 


Coca-Cola Co., New York, will 
make its debut as a network tele- 
vision sponsor April 29 with the 
twice-weekly “Eddie Fisher Show.” 
The company moves into the 7:30 
p.m., EST, Wednesday and Friday 
time spot vacated by Procter & 
Gamble’s “Those Two,” carried 
over National Broadcasting Co.’s 
network. A recorded version of the 
show will be presented over NBC 
Radio Tuesdays and Fridays at 
8 p.m., EST, starting May 5. 
D’Arcy Advertising Co., New York, 
is the agency. 


Worden Leaves Langendorf 

Howard Worden, advertising 
manager of Langendorf United 
Bakeries Inc., San Francisco, has 
resigned. His successor has not 
been announced. 


Kettlewell to Cramer-Krasselt 
John Kettlewell has joined the 
staff of Cramer-Krasselt Co., Mil- 
waukee, as an account executive. 
For four years he was director of 
| the National Confectioners’ Assn.’s 
council on candy, New York. 


Your new equipment, 

parts, materials are well on the 
way to sales when introduced 
in Industrial Equipment News. 


A recent study of 200 product introduc- 
tions shows that faulty market finding 
wastes many millions. 


Here’s a plan that can’t miss in estab- 
lishing a sound new industrial product: 


Tell our editor, Bill Irish, about it. 


What is it? What is it made of? 
How does it work? What does it measure? 
How much will it do? What does it cost? 


Send him a good picture of your product 
and answer these questions. 


You will see your product fully described 
and illustrated in an early issue of IEN. 
And s0 will 62,000 top buying and speci 
fying officials in most of the active, best 
rated firms throughout all industries. At 
the cost of one small cut. 


Sales Follow-Through 
at Low Cost 


After Bill Irish has broken the ice for 
you, you can consolidate your gains fo 
12 months at a cost of $1,800. That’s 
right—only $1,800! 


IEN’s special approach to finding and 
selling markets at one low cost has 
earned for IEN the most display ads pe) 
issue in any monthly, weekly or daily 
business paper. 


Erwin, Wasey of Canada, To-| 
ronto, has appointed John A. Liv- 
ingston, formerly an account ex- 
ecutive with McKim Advertising, | 
an account executive and director 
of marketing in the Toronto office. 
Charles G. Sheppard, for the past 
year in the Toronto office, has re- 
turned to the Montreal office as | 
director of marketing. Hiram K. 
Smith Jr., formerly with U. S. 
agencies, has been named copy 
chief in the Toronto office. T. Mur- 
ray O’Connor has become copy 
chief in the Montreal office. 


Red Ball Transit to Ruben 


American Red Ball Transit Co., 
Indianapolis, national moving serv- 


ing Agency, Indianapolis, to handle | 


ieals and spot radio and television | 
will be used on a national and a 
| resional level. 


Sales Studies Guide Available 
| “Unpublished Studies for Sales 


theses prepared by graduate stu- 


by National Sales Executives, New 
York. Copies are available from 
George J. Vinson, educational di- 


and $1 for non-members. 


its first national advertising pro- | 
| gram. Consumer and trade period- | 


| Executives,” a pamphlet listing 300 | 


dents on sales management and | 
marketing at 200 colleges through- | 
out the U. S., has been published 


rector, NSE, 136 E. 57th St., New| 
York 22, at 75¢ each for members | 


: 


_ 461 Eighth Avenue, New York 
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This Week in Washington... 


consideration and appraisal of the’ Koehl, Landis Gets Hotel 


results obtained through the use 


of various products, and the con-| 


Secretary Weeks Likes Census Bureau ditions and limitations relating to 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, March 26—The | 
Commerce Department’s 


the statistics which the government 
provides for business and indus- 
try. 

It is a friendly look, in the sense 
that the investigators are warmly 
in favor of statistics. The object 
of the present investigations is to 
review the government’s output 
to determine that the reports are 
useful and are accomplishing a 
mission which private industry 
cannot perform for itself. 

Commerce Secretary Sinclair 
Weeks apparently has a most sym- 
pathetic feeling toward the Census 
Bureau. At a press conference last 
week, he deplored the overlapping 
activity of various government de- 
partments which collect and pub- 
lish statistics. 

He emphasized that the Census 
Bureau was established primarily 
as a Statistical agency, and ex- 
pressed hope that much of the sta- 
tistical work currently carried on 
by remote agencies and bureaus 
could be centralized in the Cen- 
sus Bureau. 


Secretary Weeks has also ex- 
pressed personal interest in the 
possibilities of the Cemmerce De- 
partment’s new office of distri- 
bution. He reports that the distri- 
bution office’s first assignment will 
be to explore the possibilities of a 
new reporting system to provide 
up-to-date information on _ the 
quantity of inventories piled up at 
the retail level. 

As a former manufacturer, Sec- 
retary Weeks says the lack of good 
data on retail inventories appears 
to be one of the most troublesome 
uncertainties that hinder business 
planning. 

The Census Bureau has devel- 
oped a shortcut which shaves about 
$2,000,000 off the cost of the next 
Census of Business and relieves 
hundreds of thousands of small 
business men of their reporting 
burden. 

Under the plan, Census gets mi- 
crofilms of pertinent lines from 
the income tax forms which are 
filed by “mom and pop” stores— 
the businesses which are operated 
entirely by the owners. There are 
no special census lines on the 
forms, so the business man may not 
even know he is being tabulated. 
Meanwhile, Census gets virtually 
100% coverage, without a single 
personal call. 


Postmaster General Arthur Sum- 
merfield has given the green light 
for a far-reaching revision of rural 
free delivery service that should 
give better service to the patrons 
at less cost to the taxpayers. 

The pattern was set this week, 
when he approved the consolida- 
tion of 19 outmoded rural post of- | 
fices in Wilkes County, N. C., to be 
replaced by mobile postal facilities 
which go directly to the patron’s 
door. 
Plans for the Wilkes County re- | 
novation were prepared by former 
Postmaster General Jesse Donald- 
son, but the effective date was 
postponed when intrenched local 
interest protested. | 

A delegation from Wilkes County 
put its case before Mr. Summer-. 
field last week. In deciding to go) 
ahead, he said the Wilkes County | 
change-over would save $25,000. 
a year and bring better service to 
at least 700 families. He predicted 
that the savings from rural service | 
changes based on this pattern, ap-| 
plied throughout the country, will 
be in the millions. 


High tariffs aren’t the only form 
of protection which “sick indus-. 


tries” are proposing in order to 
protect themselves from foreign 
competition. In an appearance be- 


) 1) new fore the agricultural committee of 
bosses are taking a critical look at! the House, the National Cheese In-| 


stitute said last week that high 
duties are “ineffective.” Cheese 
people are plugging for a quota 
system which would limit 
quantity of foreign products which 
are admitted to the U.S. 


The Federal Trade Commission 
is advising the public to consult 
county, state or U. S. agronomists 
before believing the advertising 
claims of the chemical soil con- 
ditioners which are supposed to 
work: miracles for the amateur 
gardener. The commission’s state- 
ment is completely unprecedented. 

FTC said it has been in the proc- 
ess of reviewing the advertising 
claims of the soil conditioners with 
a view toward holding a trade 
practice conference. 

“The commission now finds it 
impracticable to schedule 
trade practice conference this 
spring,” it says. “There is not suf- 


ficient time to permit adequate 


the | 


the 


such use. 

“Pending preparation of the 
trade practice rules, consumer pur- 
are advised to obtain technical ad- 
vice from county, state or Depart- 
'ment of Agriculture agronomists 
‘and soil experts as to the results 
|which may be expected from the 
‘use of the products in the soils to 
which such products are to be ap- 
plied.” 


Geyelin to Metropolitan Life 


Henry Rawle Geyelin, formerly 
director of creative activities for 
Allan B. DuMont Laboratories, 
Clifton, N. J., has been appointed 
manager of advertising service for 
Metropolitan Life Insurance Co., 
New York. 


Buffalo BBB Names Lapey 


Gleason Lapey, formerly with 
the Bell Aircraft Corp., has been 
appointed manager of the mer- 
chandise division of the Buffalo 
Better Business Bureau. He suc- 
ceeds Roscoe C. Rider Jr., who has 
resigned. 


Charles O. Puffer Co. Moves 

Charles O. Puffer Co., Chicago 
agency, has moved to new quar- 
ters at 57 E. Jackson Blvd. 


chasers of products of this nature. 


j 
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| Miss Cutler to Herrick Co. 


Laurel Cutler, formerly with 
Wesley Associates, has joined C. J. 
Herrick Associates, New York, as 
‘a v.p. 
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BASEBALL GUIDE 


Edited by Dan Daniel 
Dean of Baseball Writers 


JUST OFF THE PRESS 
NEW! AUTHORITATIVE! | COMPACT! 


24 pages — Your ads on Covers 2, 3 and 4 — plus center spread 


PUT “BASEBALL FEVER” TO WORK FOR YOU! 


Phone, wire or write now for samples and prices 
* + + * a7 + 


Originators of Advertising Sports Booklets 
Publishers of the “Famous Heffelfinger’s Football Facts” 
The country’s most widely imitated footbal! book. 
Reserve exclusive rights now for your industry 
Consult us on Special Merchandising Devices— 
Sports TV and Radio Programs 


Bon Air Hotel, Augusta, Ga., has 
appointed Koehl, Landis & Landan, 
New York, to direct its advertis- 
ing. 


Sports Publication Division 


PEARSON ADVERTISING AGENCY, INC. 
250 Park Avenue, New York 17, N. Y. 
Murray Hill 8-3055 


Why not go to the original source and get the best — for less? 


1625 California Street, Denver 2, Colorado 
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and on the Western Plains, too! 


There is more gold today in the area covered by 
KOA than there was in 1859 when the first gold strikes 
were made in the Rocky Mountain Region. Today’s gold 
is from livestock, farming, mining. 


No other medium reaches as many people in as extensive 
a Western Area as KOA. 


You can turn some of this gold into sales for your 
products... HIT PAY-DIRT WITH KOA! 


KOA reaches and sells 2,197,556 people in 12 states... 
301 counties!* 


Remenber: This lush market is BEYOND TV HORIZONS. Your most 


positive and economical way for reaching millions of buyers 
with billions of dollars to spend continues to be KOA. 


Write for The Western Market and KOA‘s new rate book for details you 


850 Kilocycles . . . 50,000 Watts 


National Sales Representative: 
Edward Petry & Company 
Offices in: New York, Chicago, Detroit, 
San Francisco, Los Angeles, 
St. Louis and Dallas 


should know. 


*Nielsen Coverage Service 
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record-breaking issues 
ina row! 


March McCall’s was the 29th straight month in which McCall’s circulation gained on the corresponding 
month of the preceding year. e McCall’s circulation for the first quarter of 1953 will be the highest 
quarter in McCall’s history. « This is convincing evidence of McCall’s vitality and power. e Now take 
a look at the April issue and see why McCall’s continues to make NEWS! 


FAMOUS NAMES...In April McCall’s— Mamie Eisenhower, 1,027,500 REPRINTS AND BLOW-UPS of articles in April 
Eleanor Roosevelt, Queen Elizabeth, Bob Hope, Bess McCall’s ordered and paid for by advertisers. 
Myerson. MORE APPLIANCE LINAGE... April McCall’s carries more 
MORE COLOR... In April, McCall’s continues to lead all advertising on appliances than any issue in past 2 years. 
: magazines in editorial use of four-color. THIRD LARGEST... McCall’s circulation is well over 
EXTRA FOOD SECTION .. . 124 food ideas in special 8-page 4,400,000... third largest of all magazines. 


“Penny Wise Recipe Book.” 


1457 DEPARTMENT STORES to promote April McCall’s edito- 
rials on cottons. 


MORE ADVERTISING ... Advertisers are investing more 
money in April McCall’s than in any previous issue in 
McCall’s history. 


8477 DEPARTMENT AND SPECIALTY STORES are tieing in to 
two-month reader participation fashion feature. 
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